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CUSTOMERS WITH 
BRUSH VALUES! 
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\ The public has learned the distinction between brush 


VALUES and so-called "brush bargains." But many dealers 
still maintain a greater interest in securing a little extra 
discount than in finding brush VALUES that sell readily. 


SSBORN Osborn Brushes are honest VALUES because they are made 


for long service. 


The way to brush profits has been simplified. . . . Sell 
Osborn Brushes! 


Ask your jobber to supply you. If he can't, write us. 


THE OSBORN MANUFACTURING COMPANY 


5401 Hamilton Avenue : Cleveland, Ohio 


Sales Offices: New York—Detroit—Chicago—San Francisco 
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PRESENTS THE 


PERSONAL LOCK 





ERE is a remarkable lock designed and 
made by YALE. It is a lock with a wide 


range of usefulness. 


The PERSONAL Lock will secure nearly all 
ordinary doors. It is not permanently attached 
but can be changed from one door to an- 
other. This unique lock is small and compact 
—fits the pocket or handbag—and yet it 
possesses outstanding strength. It can be 








The PERSONAL Lock, made to retail atonly . . . . $1.25 


Remove the cylinder from the lock bar and 
insert the hook of the bar into the place 
where the regular lock bolt goes in the 
jamb. 


Close the door, then slide the cylinder back 


HOW TO APPLY THE PERSONAL LOCK 


quickly and easily applied, as explained in 
the illustrated directions below. 


The PERSONAL Lock is ideal for use in travel- 
ing. Women, especially, welcome the security 
it provides where locking facilities are inade- 
quate or lacking. 


In order to send customers to hardware 
merchants, we will feature the PERSONAL 
Lock in our advertisement in the June 2nd 
issue of the Saturday Evening Post and also 
in other publications. 


A FEW OF THE MANY USES OF 
THE PERSONAL LOCK 


..for use on hotel room and closet doors 
when traveling. 

for outside doors on private residences 
—gives the security of a deadlock with 
no part of the lock visible or accessible 
from the outside. 


..for entrance doors in apartment houses. 


..for wardrobe closets, linen closets, etc., 
in private homes and apartments. 


..for certain lockers in clubs, schools, fac- 


tories, gyms, etc. 


on to the bar as far as it will go—right up 
against the door—and remove the key. 


If the key cannot be moved at this position, 
slide the cylinder back slightly until the key 
will turn. 











If you wish further information write to us. 





Be Sure to Stock this Unusual Lock. 








THE YALE & TOWNE MANUFACTURING CO. 
STAMFORD, CONN., U.S. A. 
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Mail this coupon today 











Simmons Hardware Co. 
St. Louis, Mo. 


Send complete information about your profit- 


building Paint Merchandising Program. 
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FOR YOU 
IN PAINT 


ORE SALES, more profits now than for a 

long time. Think of all the homes, right in 

your town, that need paint inside and out. All 

during the last four years painting has been sadly 
neglected. 








Now, things are looking up. Thousands of home- 
owners have money to spend for other things be- 
sides food and clothing. They need paint, and 
they're going to buy it. Get your share of these 
sales. 


If you handle Simmons Paint you have a better 
chance for a bigger share. People are buying -- but 
carefully. They still count the cost. 


Simmons’ three lines of paint at three price-levels 
enable you to reach -- and sell -- all types of 
paint users; those who want the very best, as well 
as those who must consider cost. 


And Simmons’ low cost of manufacture and selling 
gives you a price-advantage that makes sales easie/ 
for you, and profits surer. 


Ask the Simmons salesman about our Paint Mer- 
chandising Program, or write direct to us. 


SIMMONS 


HARDWARE COMPANY 


Manufacturers and Distributors 


ST. LOUIS, U. S. A. 
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Mr. X: You’re one of them thar chem- 
ists, eh? 

Hotpoint Redman: No sir! Just a Hot- 
point man with a new line of irons that 
has the world by the tail! Take the Hot- 
point Feather Weight at only $6.95. Why, 
at Macy’s they practically wore their 
arms out wrapping ’em up! 


Mr. X: What caused that disturbance? 


FEATHER WeicuT/ 


A k= 


Hotpoint Redman: Well— the Feather 
Weight weighs only 3 pounds—half as 
much as an ordinary iron. Yet it’s a 
full-size iron, does a full-size job. When 
women found that out—they went wild! 
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Mr. X: Brother, I'll take... 


Hotpoint Redman: Wait!—I’ve more aces 
in the hole. Take the G-E Hotpoint 
Travel Iron—a honey for summer. Slips 
into a suitcase. Light — easy to carry. 
And only $3.45 list! 


Mr. X: Brother, I’ll take... 


Hotpoint Redman: Hold it!—Listen to 
what I’ve got to say about the chiseler 
—the “mine’s cheaper” guy. In the Hot- 
point Model “R” at $3.50 we give you 
an iron so low in price that a ground 
hog couldn’t burrow under it! 


Mr. X: Brother, I’ll take... 

Hotpoint Redman: Bear in mind that 
every General Electric Hotpoint Iron has 
the famous G-E monogram—women know 
that monogram. And remember, every 


GENERAL@ ELECTRIC Hotfwinf. 


MODEL R 
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iron has the G-E Ca/rod heating unit! 
Mr. X: Brother, I’ll take... 


Hotpoint Redman: And look in the June 
issue of Good Housekeeping and Better 
Homes & Gardens. Look in July McCall’s. 
You'll see advertising that will help you 
turn your Hotpoint Irons into gold. Re- 
member, G.E. gives you a different priced 
iron to meet any competition—a two- 
fisted, hard-hitting line that will put rea/ 
money in your pocket. 

Mr. X: Brother, I’ll take the matter up 
with the boss when he gets back. I on/y 
work here! 

TO THE “‘BOSS’’—for full information on 
the greatest line of irons General Electric 
Hotpoint has ever turned out, write Mer- 
chandise Dept. ,Section E-575,General ww 
Electric Company, Bridgeport, Conn. Ww 
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WATER SYSTEMS 
offer unlimited possibilities for 


PROFITABLE BUSINESS 


WHEN it comes to pumps and water systems for home, 
farm or factory, where is there another line equal 
to the Myers for sales possibilities? 









Style and size range. Quality. Performance. Cus- 
tomer Satisfaction. Low Prices. Profits. Step by step 
the Myers Line leads to the doors of prospective water 
users whether they be city folks, suburbanites, or dairy- 
men, farmers and fruitmen. 














Whether your business is located in the city, town 
or village—whether or not you have electric power and 
light in your locality—makes little or no difference— 
for Myers Self-Oiling Power Pumps and Water Systems Fig. 2628 
are designed for wide service. Shallow or deep well. , 
Protected or outside installation. Engine or motor 
power. Few indeed are the demands which cannot be 
successfully and profitably met from the Myers Line. 


Write or wire for catalog and prices. 


mz FLE,AMYERS & BRO.€9. 


ASHLAND, OHIO. 
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MYERS 


PUMPS -WATER SYSTEMS - HAY TOOLS -DOOR HANGERS 
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Fig. 2549 


PUMPS—-WATER SYSTEMS-HAY TOOLS-DOOR HANGERS 
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FREEPORT, ILL 





WINS SILVER 
DOLLAR NAME 
CONTEST with 


‘POWER HOUSE 


H. W. Magruder of Columbian Electric Co., Kansas 
City, Missouri, wins Burgess Name Contest and first 
prize of one hundred silver dollars. The prize winning 
name is “Power House”, the prize winning letter:—““A 
safe, long life, low cost, dependable “A” power supply. 
This battery can be merchandised satisfactorily by any 
dealer assuring good service to the user.” 


BURGESS POWER HOUSE 


The Burgess 400 Hour DRY “A” Battery will be known as the “Burgess 
POWER HOUSE” as soon as labels and catalogs can be changed. Retailing 
at $3.20, the Burgess POWER HOUSE provides “A” power for 2-volt battery 
operated radios at lessthan 1¢ an hour. Its economy, po Sa rete and con- 
venience have established it as the ideal source of power for battery receivers. 


Seven Choose “POWER HOUSE” 


The Silver Dollar Name Contest was for jobbers’ salesmen only. Fifteen 
money prizes were awarded and a prize was given to every one who sub- 
mitted a name. Seven chose ‘Power House”—the lucky seven received the 
first seven prizes, individual awards being made on the basis of contest 
letters. Morethan 1,700 names were received. There were so many good ones, 
it was mighty hard to pick the winners. The Burgess Battery Company 


extends its thanks to all who helped 
Ni UY Pv 
aa / / 4 a or 


tht: 444 make the Name Contest a success. 
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H. W. Magruder 
Columbian Electric Co. 
Kansas City, Mo. 


Silver Dollar Prizes 


The fifteen prizes were paid in silver 
“cartwheels” as a sequel to the 
Burgess Silver Dollar Payroll which 
attracted nation wide attention. 
Over $40,000 in silver dollars was 
paid Burgess employees. 
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TRACE SPENDING 
OF $40,000.00 
SILVER PAYROLL 


Through the Burgess Silver Dollar Pay- 
roll we hoped—1. to study the reactions 
of our city and the country at large to 
silver currency, and 2. to trace the spend- 
ing of a typical industrial payroll. Hun- 
dreds of newspaper clippings, letters and 
personal comments, gave us a good pic- 
ture of the first. A careful survey of 
Freeport stores gave us some very inter- 
esting figures on the latter. 


Wewereableto account for 12,180 silver 
dollars. The percentage of this sum 
which went into the various trade chan- 
nels is given below:— 

1. Groceries and Meat Markets... oe do 


2. partment Stores............. 
3. 5, 10c to $1.00 Stores......... 5.9 
4. Deposited in Banks............ 5.5 
5. Finance Companies............ 5.0 
G. PREIS TIES. occ cccccccecce 4.8 
| A TD ee ere 4.0 
8. Taken to Banks to be exchanged 
for paper currency...........+¢ P 
REE Sr 2.6 
10. Oil and Gasoline J 
eC RO rr 
CEs MN cab is doin ewsesans cues 
13 


. Hardware Stores nee 

14, BE CNNB ic ccccccccccscccsess 
An interesting comparison made with 
the local CWA Payroll showed it to be 
several thousand dollars less than the 
Burgess Payroll. This is a further indi- 
cation of the fact that “individual enter- 
prise is still the important factor in plac- 
ing purchasing power in the hands of 
consumers’”’. 
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...1F THEY ARE 
NICHOLSON FILES 
Genuine Nicholson Files can and will build a 

group of loyal customers for you. They will main- 

tain your reputation as a dealer to be depended 
upon for quality files which give full value in 
length of service and kind of service. 

Only Genuine Nicholson Files can do these 
things for you because no other files can match 
them in ability to survive hard work, in cutting 
capacity and in uniform quality. 

Made of the best materials, made by the most 
up-to-date scientific processes, tested and retested 
for uniform quality. Genuine Nicholson Files 
produce results matched by no other brand. 

Stock the files which lead all others: Genuine 
Nicholson Files. At your jobbers. Nicholson 
File Company, Providence, Rhode Island, U.S. A. 

iti, 


errave ADE MARK 


wit” NICHOLSON FILES 


A FILE FOR EVERY PURPOSE 
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We unconditionally guarantee RedHot ¥ Se a SIS e > 2 
Electric Soldering Irons as follows— Le o 3” $0 oS 
. s > @ ) 
That they: u 2s & SW , 
Sh PS ALPS | 
1. Do better work, in many ways, 2, A, CY & 4 Sr a | Eee wt ten | wen 
than $1.50 irons, CFR ke OPS) Os $1.50 electric sol- 
2. Heat quicker, i Ee * Y Rs) a S. dering iron,hard- 
x . Ys @ OS PRIS & | ware dealers sell 
3. Get into corners and “tight ws 8 oe wry BS © | 125RedHotIrons 
places, ° » Pog See © I.8 9 J | at only 39c, be- 
4. Best for home use, ey 0" v4 “ we | cause eRY 
5. Cost less to operate, PY a 
and—if any customer is dis- . 
satisfiedfor any reason — 
money will be refunded, 
without question. 
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i“ FREE! 


So-Lo Works 
7 ELECTRICAL DIVISION 
7 Cincinnati, Ohio 
Please rush me COMPLETE counter 
4 and window signs and posters FREE! 
Rush dozen RedHots at $3.12 doz. 
4 to be sent and billed through my jobbers 
with my regular delivery. 
/ YOU GUARANTEE a complete sell-out within 
SIXTY DAYS on my first order up to SIX 
DOZEN. I take no risks. 





Store 
Address 
City... State 


Jobbers 


/ 


f 





SO-LO WORKS—CINCINNATI, O. 
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happy one, certainly— as far as your agricultural belting 

customers are concerned. There is nothing much more 
of a bother than a belt that goes back on you right in the 
midst of a job. 


Thermoid’s friction surface belts are made to last. Of 
sturdy belt-duck woven to special requirements, they are 
thoroughly impregnated with a highly adhesive compound 
developed in the Thermoid laboratories. These plies won’t 
separate, and all possible stretch is taken out during 
manufacture. 


Thermoid agricultural belting is supplied both in the 450 
grade, of 28 ounce duck, excellent for general utility—and 
in the 400 grade, of 32 ounce duck, for heavy duty and extra 
long life. Both are available in either roll or endless farm 
belt construction. 








The Thermoid line is complete for every belting need. The 
Thermoid Rubber Company, Factories and Main Offices, 
Trenton, New Jersey. 
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“YES, THEY’RE 
ALL 
TAYLOR!” 




















5127— UTILITY THERMOMETER. Outdoor 
range. Durable white vitreous enamel scale 81,” 
long. Black figures and graduations fired in for 
permanence. Permacolor tube. Magnifying lens. 
$1.00 retail. i 


5151—COMFORTMETERS. Order for 12 comes 
in new, modernistic self-merchandising display. 
Wood back in blue, green and maroon with satin 
brass seale. Priced to retail at 50c each. 


5126—INDOOR WALL THERMOMETER. 
Accurate, easy to read, with exclusive Permacolor 
tube. Relief finished brass scale. Wood back finished 
in blue, silver or green. Retails for $1.00. 


5316— WINDOW THERMOMETER — ends 
guessing about the temperature outside. Durable 
white vitreous enamel scale. Permacolor tube. 
Magnifying lens. Easy to read. Suggested retail 
price, $1.00, 


5930— ROAST MEAT THERMOMETER. For 
perfect roasts. Tells at a glance whether rare, medi- 
um or well done. 6’’ long. Mercury filled tube 
pointed bulb for easy insertion. Retails, complete 
with green lacquer wood safety box and instruc- 
tions, for $2.00. 


5740—DAIRY THERMOMETER. Flanged scale 
Permacolor tube. Magnifying lens. Range 0° 
to 220° F, 8” scale nickel plated, with figures, 
graduations and churning terms. Suggested retail 
price, $1.00. 


5908—CANDY AND JELLY THERMOMETER. 
Range approximately 60° to 320° F, Nickel silver 
scale. Wood handle. Adjustable clip on back for 
attaching to kettle. In box with instructions and 
recipes. Priced to retail at $2.00. 


5776—INCUBATION ZONE THERMOMETER. 
Scale 4” long white enameled with black figures 

flanged to hang over wire or stand. Mercury filled 
tube. Magnifying lens. Green tinted incubation zone 
for easy reading. Retails for 75c. 


5794—-BROODER THERMOMETER. Perma- 


color tube. Magnifying lens. Range 30° to 130° F. 
Seale 414” long. Suggested retail price 50c each. 


MAY 10, 1934 














CUSTOMERS KNOW TAYLOR QUALITY AND ACCURACY 
... LET THIS KNOWLEDGE WORK FOR YOUR PROFIT 


F COURSE your selling is easier when 
you say that about thermometers. 
For customers naturally think of Taylor 
when they think of accuracy and quality 
in temperature and weather instruments. 

But there’s more to it than that. 

Today, through the pages of The Satur- 
day Evening Post, Collier’s, Ladies’ Home 
Journal, Good Housekeeping, Parents’ 
Magazine and other leading magazines, 
Taylor advertising is telling these custom- 
ers the many ways Taylor instruments 
can contribute to their daily health, com- 
fort and efficiency in business and in 
the home. 

Let this Taylor advertising and the 
acceptance behind this world-famous 80- 
year-old name work for you. Put the 
attractive counter and window displays 
Taylor provides where the customers who 


enter your store will see them. Talk weath- 
er. Remind customers of possible ther- 
mometer needs. And see how easily and 
quickly these profitable, “extra” sales 
mount up. 

Your wholesaler is the one to see for fur- 
ther information about Taylor products 
and Taylor merchandising helps. Send him 
your order for any of the instruments 
shown here. Taylor Instrument Compa- 
nies, Rochester, N. Y., or Toronto, Canada. 


R, 


INSTRUMENTS 


IN INDUSTRY, other types for indicating, recording, 
and controlling temperature, pressure, and humidity. 
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TheL: O:F label helps you sell. 
It protects you and your cus- 
tomer. Leave it on. A blue 
label indicates double strength, 
a red label single strength. 








You 
have a 


PROTECTED PROFIT 


when you sell 


L0F 


Quality Glass 





@ Libbey -Owens- Ford Quality Glass is less brittle 
and easier to cut than other brands. That is because 
L-O-F lehrs are five to six times longer than 
any others used in the industry and the glass, con- 
sequently, receives a slower, more perfect anneal- 
ing. This is a very important factor to you because, 
even though glass is a Jong profit item, breakage 
can often reduce that profit to a very considerable 
extent. Stock L-O-F Quality Glass exclusively and 
you will find that you break fewer lights in cutting 
and handling. You will keep your profit instead of 
writing off a substantial part of it to cover breakage. 
Libbey: Owens: Ford Glass Company, Toledo, Ohio. 

















LIBBEY: OWENS:-FORD 
1 QUALITY GLASS 
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IT SELLS 


RIGHT NOW no other single item of 
your stock has more real customer appeal 
than Red Edge Screen Cloth. Fly time 
is buy time. But unless wan provide the 
eye appeal to get the buy appeal, you 
will lose a substantial volume on this 
extra profit-paying item. 

Display Red Edge Screen Cloth. Catch 
the eye of that carpenter-contractor who 
is building new homes—he needs screen 
cloth for the doors and windows. Stop 
the home owner who needs new screen 
cloth and the man whose summer cottage 
needs new screen for that big porch. 
Don’t wait for that farmer to ask you for 
screen cloth. Let your floor and window 
display forcibly remind him that you have 
Red Edge Screen Cloth to keep his home 
and his buildings fly-free. 


RED EDGE SCREEN CLOTH—THE ‘‘WATCH 


DIXON, ILLINOIS 


REYNOLDS WIRE CO., 
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And for those window and door 
screens that you purchase knocked-down 
—use Red Edge Screen Cloth. The better 
looks, longer wear and all-around quality 
will build your reputation as screen head: 
quarters. 

The window display shown is ready 
for you free. Lithographed in 7 colors 
and 5% ft. wide by 3 ft. high. Build » 
display of Red Edge Screen Cloth and 
packages around it and watch it make 
sales for you. Write your jobber for th~ 
display, sales helps and prices. If his 


supply is not complete, write us direct. 


BRANDS Sun-Red Edge AluminA 
(electro-plated with zinc) 
Sun-Red Edge Black 
(painted) 
Sun-Red Edge Bronze 


ai 
sy 
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Stock Keeper Steve gives each casing a heave, 

As he piles them up higher and higher. 

Plenty of old tires will be shot 

As the weather gets hot— 

Why not order those MANSFIELDS now, Mr. Buyer. ad 


NOT TO MENTION OTHER SUMMER LINES 


With which you can step up sales during the next few months. 


We’re particularly proud of our 1934 set-up on LAWN MOWERS 
(including the new Muncie Power Mower)—FLYING CLOUD 
BICYCLES (De Luxe machines at competitive prices )—-DEPEND- 
ABLE — WORTHY HOUSEHOLD TOOLS (Merchandise you'll 
never be ashamed to have in your store) —ANNIVERSARY STEEL 
GOODS (If you’ve ever sold them, you know)—BEN HUR AND 
LATIGOTAN TEAM HARNESS (Both standards of quality)— 
LUZON BINDER TWINE—BLUE HEART ROPE and a host of 
other major lines which will keep you in the front rank of progres- 
sive dealers. 


And don’t fail to have our salesman show you our SUMMER SALE 
BILL—different enough to produce unusual results. 


THE GEO. WORTHINGTON CO. 
1829 CLEVELAND, 0. 1934. 
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HUNDREDS OF ORDERS FOR 
NEW 1934 MILLER “My Dolly” 
PROVE IT TO BE THE MOST 
BEAUTIFUL AND SENSATIONAL 
DOLL EVER OFFERED 


Yay promised a big SURPRISE at the Toy Fair — 
and they certainly came through! The new 1934 Miller 
“My Dolly” scooped the Fair again for 1934, with its sen- 
sational and exclusive new features. 

Outstanding was the almost human head. Doll buyers 
from everywhere said this head had the most beautiful, 
adorable face ever created for the doll world. 

And these new Miller Dolls have other sensational fea- 
tures. Guaranteed 100% unbreakable, 100% sanitary and 
100% washable—these dolls will not chip, peel, or crack 
even if left under water for months. No rubber odor—these 
dolls feel and look like real babies. 

The three big Miller display rooms at the Fair were so 
jammed that many did not get a chance to see this sensa- 
tional doll line. To them our apologies. We ask a chance 
to tell these disappointed buyers and those, who were not in 
New York, full particulars of the amazing Miller Plan for 
Doll Profits. Fill out coupon on right and mail it today. 


SCOTES ‘ - bruyers. 



















FOR FULL TY 
PARTICULARS a | 
OF MILLER’S } 
1934 “My Dolly” a ; 
SEND COUPON - 
BELOW Re 

















MILter RuBseR Propucts Co., INnc., Akron, Ohio. 
Doll Division, Dept. 1024C 
Please send me full particulars of the Miller Plan for Doll Profits. 





Name... 
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MILLER DOLL REPRESENTATIVES ARE NOW ON 
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THE ROAD WITH COMPLETE LINES. 
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+++ SO YOU can profitably feature these 
CARBORUNDUM BRAND PRODUCTS 


LAWN MOWER 
SHARPENER 


Hook sharpener over 
mower cross a spin the 
blades. Two minutes and 
the job is done. No. 41 for 
mower under 16 inches. 
Retails at 50c. No. 42 for 
mower over 16 inches. 
Retails at 65c. 


KNIFE SHARPENER 
NO. 66 

Gives fine keen edge with 
a few strokes. Especially 
designed for stainless steel 
cutlery. Doesnot mar finish. 
Handles in choice of colors. 
To retail at 35c. 








GARDEN SHARPENING 
STONE NO. 46 


A fast moving item for 
spring trade. Sharpens lawn 
edge trimmers, grass and 
pruning shears, and all 
gardening tools taking an 
edge. Display it ... every 
garden enthusiast a live 
prospect. Retails at 50c. 


SCISSORS SHARPENER 
NO. 9 


At last—a real scissors 
sharpener. Gives aan 
r ght bevel. A 25c seller. 
good item to yd on 
cutlery counter. Packed a 
dozen to a display card. 





THE CARBORUNDUM COMPANY, NIAGARA FALLS, N.Y. 


Canadian Carborundum Co., Ltd., Niagara Falls, Ont. Sales offices and warehouses in New York, Chicago, Boston, Philadelphia, 
Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids; Toronto, Ont. (Carborundum and Aloxite are registered trade 
marks of The Carborundum Company.) 
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The BOSTON LINE 
of GARDEN HOSE 


Seven standard nationally known brands 
that meet every need and make your store 
headquarters for Garden Hose. 





aaa 
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GOOD LUCK HOSE WASHERS 


Tough, alive and springy. And they stay alive, 
and hold firmly in place. Give you a splendid 
profit at 10¢ each, retail. Packed 2 gross (24 
cartons) in attractive display container as shown. 





THE BOSTON NOZZLE 


Imitated but never equalled. Fastest selling 
nozzle in the world. Simply and heavily con- 
structed. Each nozzle packed in separate carton. 


12 cartons in full lithographed display container. 








BOSTON WOVEN HOSE & RUBBER CO. 
Makers of Quality Rubber Goods for More Than Fifty Years 
Works: Cambridge, Massachusetts Postal Address: Box 1071, Boston, Massachusetts 
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“3 for 25c” 


opular Phrase with 














Territorial Representatives 


GILLAN SALES CO. 

1499 Market Street, San Francisco, Cal. 
California, Oregon, Washington, Montana, 
Idaho, Wyoming, Colorado, New Mexico, 
Arizona, Utah, Nevada 
HUGH M. STONE 
806 Branard Avenue, Houston, Texas 
State of Texas, south of Waco 


HARRY L. BERGER 
1699 Lincoln Avenue, St. Paul, Minn. 
Minnesota, Iowa, North Dakota, 
South Dakota 
Wisconsin, north of Wausau 
Upper Peninsula, Michigan 
Vv. P. MURRAY 
425 W. Ontario Street, Chicago, Illinois 
Illinois, Indiana, Ohio, Michigan, south of 
Traverse City, and Wisconsin, south of 
Wausau 
F. W. LARSON 
1259 Syndicate Trust Bidg., St. Louis, Mo. 
Missouri, Kansas and Nebraska 
WADE C. HARMER 
1131 Harrison Street, Philadelphia, Pa. 
Eastern Pennsylvania, Southern New Jersey, 
Delaware, District of Columbia 
NEW YORK PAPER CO. 
520-22 W. Franklin St., Baltimore, Md. 
State of Maryland 
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the Consumer 


Independent stores, through the jobber, are offered the new 3-in-1 





package of Gottschalk’s Metal Sponge to retail for 25c. It contains 
three Gottschalk Metal Sponges which are practically identical to the 
one that retails far and wide for 10c. Dealers everywhere are having 
unusual success with the 3-in-1 package. It is strictly an independent 


store number and sells in quantities when displayed. 


Other Gottschalk items which are real necessities in every modern 
household are the Hand-L-Mop and Kitchen Jewel. If your jobber 


has not received his stock, write us direct. 


METAL SPONGE SALES CORPORATION 
Lehigh Avenue and Mascher Street 
Philadelphia ( 


Gottschalk 


METAL SPONGE 
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Here’s the beautiful new display prepared 


for Gold Stripe dealers! 


FTER a dealer takes on the Gold 
Stripe line, our interest in him 
doesn’t stop! One of the many sales 
helps we furnish is the display pic- 
tured above. It’s a real salesman, 
this display—a fitting companion 
for Gold Stripe Brushes. For these 





ONLY Gold Stripe Brushes have 
Gold Stripe Fiber Jackets 


It’s proved areal sales help, this jacket 
for preserving paint brushes after 
they've been used! It’s one of the 
reasons dealers find it easier to sell 
customers Gold Stripe Brushes rather 
than smaller-profit ‘‘cheap’’ brushes! 
Not only that! This jacket keeps your 
brush stock clean and in perfect con- 
dition. 








brushes are real salesmen, too! 

Gold Stripe Brushes look supe- 
rior, and are! That makes it easier 
for dealers to sell their first quality 
brushes and bring in a bigger sale. 
That’s not all! Customers get best 
results from a Gold Stripe Brush. 
They remember the distinctive mark- 
ing and come back to the same 
store for more—for other paint needs 
as well! Again the Gold Stripe 
dealer is the gainer! 

You'll want to know more about 
this real profit-making line! Mail 
coupon today. 


© P. P.G. Co., 1934 


GOLD STRIPE BRUSHES 


PITTSBURGH PLATE GLASS CO. 


Manufacturers and Distributors 


MAY 10, 1934 


Paint, Varnish, Enamel, Brushes 
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YOUR NAME HERE 








FREE! Brush Display 


We imprint it with your own name. 
It sells your brushes. (No manufac- 
turer’sadvertising on it). Holds brush, 
has room for price. We'll also send 
details of Gold Stripe dealer propo- 
sition. Address: 


PITTSBURGH PLATE GLASS CO., 
Dept. 45 Brush Div., Baltimore, Md. 
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GRINDING WHEELS For The 
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MINIMUM INVESTMENT 
ELECTRIC FURNACE YET ADEQUATE STOCK 


ALUNDUM OXIDE 
ABRASIVE , . a : , 
Norton Pike grinding wheel sizes, grits 


and assortments have been selected so that Hard- 
ware Dealers can now easily and profitably handle 
this business with a minimum investment. Color- 


VITRIFIED BOND 
LEAD.BUSHED HOLES 
STEEL BUSHINGS 
FOR HAND OR POWER 


AND OR P ful display racks get these wheels out where your 

WHEELS 4” AND customers can see them. All wheels up to and in- 

I fh cluding 10 x 1 x 1 are packed in attractive cartons 

SNDEVIDUAL CARTONS which not only keep your wheel stock clean and in 

COLORFUL DISPLAY first-class condition but also stimulate grinding 
RACKS wheel sales. 





HANDBOOK CONTAINING 


YEARS OF WHEEL The patented steel bushings quickly con- 
eames vert the 1” lead-bushed hole to fit any one of eight 
® arbor sizes. 


In the Wheel Handbook the clerk has a 


ready reference to years of grinding wheel ex- 





perience. 
*ALUNDUM 

NY . and 

NORTON PIKE *‘CRYSTOLON 
RUBBING POLISHING 
» @ BRICKS GRAIN 
a & 

The Hardware Dealer can de- The Home Craftsman and the 
velop a very profitable volume on neighborhood mechanic naturally 
plain bricks for general machine turn to their Hardware Dealer for 
shop use and fluted bricks for use grain for their many polishing and 
on concrete by contractors and lapping operations as well as for 
builders. wheels and bricks. 


*ALUNDUM — NORTON COMPANY’S TRADE MARK FOR 
ELECTRICALLY FUSED ALUMINA 


Tom COMPANY Zea *CRYSTOLON — NORTON COMPANY’S TRADE MARK FOR 
: SILICON CARBIDE 
+ ABRASIVES “ame aan } : EY n ‘ 
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Ask Your 
JOBBER to 


| Supply You! 











i Merely push 
i the lever 44 


turn either 
way fo 
ecurely lock 
in place. 
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Continental Window Screen 


Their Quality MAKES and HOLDS Trade 


CONTINENTAL quality known from coast to coast keeps 
CONTINENTAL Screen Products moving. This established 
quality known for more than 30 years makes customers and 
holds them every time. 

The CONTINENTAL line enables dealers to meet every 
requirement of home owners who want dependable Screen 
Doors and Window Screens at popular prices. 








ae | 
YY 








Screen Doors and Window Screens 


include only the most salable patterns in constant demand 
during the entire season. 

CONTINENTAL Window Screens are now made with a New 
Positive Friction Lock which never interferes with the sliding 
of the screen when not in locked position. Merely pushing the 
lever one-quarter turn either Left or Right locks the screen 
securely in place—it cannot rattle or fall out of the window. 

And don’t forget that CONTINENTAL Combination Screen 
and Storm Doors are steady year ‘round sellers. 














Screen Panel Storm Panes 


IN SUMMER IN WINTER 
Keeps out Keep. out 
Flies, C on - Cold, Saves 
serves Health Fuel 


Continental Combination Screen and Storm Dcor 


CONTINENTAL 


SCREEN COMPANY 
DETROIT MICHIGAN 








545—W 1545 





341—W 1341 





241—271 
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ay STEEL SHEETS for Every Pur; 





e7 Vole) a le) 1 226) 
rO SUIT ALL USI 


eying, 


AMERICAN products have demonstrated their adaptability to all 
industrial and construction uses—and their wide utilization is evi- 
dence of the tremendous progress made in steel sheet and tin 
plate manufacture. Supplied in Black and Galvanized Sheets, 








WPU'SS STAINLESS and Heat Formed Roofing and Siding Products, Special Sheets, Tin and 
Plats ny product fabricated Terne Plates. Specify Keystone Copper Steel for uses requiring 
given proaphendcoretal etheation. maximum rust resistance. Our Keystone booklets will interest you. 





<, AMERICAN SHEET and TiN PLATE COMPANY 


oe General Offices: Frick Building, Pittsburgh, Pa. 
*s=4( SUBSIDIARY OF UNITED STATES STEEL CORPORATION. )E= 























DISTRICT SALES OFFICES: ; 
CHICAGO, ILL. - The 208 So. La Salle Street Building DETROIT, MICH. - - General Motors Building PHILADELPHIA, PA, - - Widener Building 
CINCINNATI, OHIO - Union Trust Building Houston, Tex. es - Petroleum Building PITTSBURGH, PA. - - Frick Building 
| Denver, Coro. - - First National Bank Building New York, N. Y. - - - 71 Broadway . St. Lours, Mo. - Mississippi Valley Trust Building 


Export Distridutors—United States Steel Products Company, New York, N. Y. 


Pacific Coast Distribuéors—Columbia Steel Company, San Francisco, Caliiornia. 
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O. Ames — 
The Shovel That 


siti nae NaaKelarere 





Ames Shovels have played a prominent part 

in the building of a Nation, and today, as in 
1774, Genuine O. Ames is recognized as the 
leading Plain Back Shovel. 


Fo a Hundred and Sixty Years Genuine O. 


Here are seven reasons why O. Ames leads:— 


1 Blades are made from special Alloy Steel 
embodying Ames's successful attainment of 
the perfect compromise between hardness and 
flexibility. 


2 Blades are heat treated by Automatic Furnaces 
electrically controlled, producing a uniform 
quality. 

3 O. Ames Plain Back Shovels are electrically 
welded, giving 99% of the strength of the 
virgin metals, assuring a permanent—not a 
temporary connection. 


4 Handles are equipped with the Cadmium 
plated Armor-D Handles—the strongest and 
most comfortable handle yet invented. 


5S O. Ames bend—constantly copied but never 
equalled. 


6 O. Ames has balance and hang, developed 
from 160 years of shovel making experience. 


7 The famous Genuine O. Ames labels are die 
pressed into the handle — can't become 
mutilated. 


Constantly copied but never equalled the Genuine 
O. Ames is still the standard for comparison. 


ASK YOUR JOBBER 


Ames BALDWIN WYOMING CO. 


Parkersburg, W. Va. North Easton, Mass. 
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Store Traffic Creators 


By 
E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 
} 
| 


WI HILE recently attending hardware conventions throughout the Central West—as 


far north as Minnesota and as far south as Texas—1 was struck with the fact that at every 
one of them the dealer has been urged to concentrate his money and his efforts on fast- 
turning lines—lines that can be quickly sold, paid 


SANDPAPER— for, and proceeds promptly re-invested—and that | 
8 a on sho given ose items 
weed MORE “and WHILE I pecial attention should be to those it 
\ RAN ou you BETTER wit which are necessary in our every-day lives — the 


things which people consume or wear out quickly, 
and which bring them back many times each year 
to buy more. 


Such items are called store traffic creators—the 
most valuable items in your stock—because they 
bring the same customer into your store many times, 
and each time he comes in he is more than likely to 
buy something else. 


Store traffic is the life-blood of every retail mer- 
chant—the things which help to create it are his 
most valuable allies. 





Sandpaper and Emery Cloth are two recognized and outstanding store traffic creators— 
items which are bought many times during each year by the same customers—and when 
they come in to buy them, they invariably buy something else. Thus, Coated Abrasives 
are among the most important items you stock, regardless of the high margin they carry. 


Clover Color-Stripe Abrasive Papers and Cloths are accepted 
as standard by the principal dealers and jobbers throughout the 
land—today, a stock of these goods is better than money in bank. 


Your inquiries will be greatly appreciated. 





E. B. GALLAHER: 
Clover Mfg. Co., Norwalk. Conn. 
You may send me, without obligation, samples of: 





Se 























CLOVER MANUFACTURING COMPANY | Geesn-Ststps Sendpener. 
| Red-Stripe Turkish Emery Cloth—for polishing. 
NORWALK, CONN., U.S.A. Yellow-Stripe Aluminous Oxide Cloth—for cut- 
ting hard metals. The universal shop abrasive. 
SANDPAPERS Orange-Stripe Garnet Paper—for wood-working. 
Orange-Stripe Garnet Cloth. 

METAL-CUTTING PAPERS AND CLOTHS Clover Grease-Mixed Grinding Compound. 

WOOD-WORKING PAPERS AND CLOTHS Clover Water-Mixed Valve-Grinding Compound. 





Name 


CLOVER GRINDING AND LAPPING COMPOUNDS Perna 














Character of business 
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@ Every fly that rouses a woman’s 
wrath and every mosquito that 
raises a welt on someone’s skin is 
sending screen cloth customers into 
hardware stores right now. 


CYCLONE “RED TAG” SCREEN CLOTH 
FAIR DRIVES YOUR PROFITS UP! 


@ The continually growing demand 
for this superior screen cloth leads 
us to believe that inferior products 
are at last on the run. Thousands of 
dealers are taking full advantage of 
the sales possibilities of this cloth 
and enjoying added profit on other 
purchases made by customers who 
demand Cyclone *“‘Red Tag’’ prod- 
ucts. It brings in new customers—it 
brings backold ones. Order from your 
Jobber. If he cannot supply “Red 
Tag’? Screen Cloth write us direct. 





$0-S0 





peda g” 
a WIRE SCREEN CLOTH 


v4 
we * CYCLONE FENCE COMPANY 
Va General Offices: Waukegan, II. 
| 








EAKING 
E 






“Red Tag” 
The Mark 
of quality and 
service. 















SUBSIDIARY OF UNITED, STATES STEEL CORPORATION 


Pacific Coast Division: 
STANDARD FENCE COMPANY 
Oakland, Calif. 


Yin Branches in Principal Cities 
















— 


When people come for screen cloth they buy other items 
LAWN FENCE BURNER BASKET “RED TAG” GATE CATCH ALL BASKET HARDWARE CLOTH 
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HANDLING COSTS ON 


UNPACKING 
COUNTING 
REPACKING 


ELIMINATED 100% 


ieee 








This new pack for ONEIDA VICTOR AND 
ONEIDA JUMP greatly reduces cost of hand- 
ling Steel Traps. The sturdy, attractive re- 
shipping carton delivers the traps to your 
customer in perfect condition. He gets easy, 
clean and accurate count in one stroke with 
this new convenient package for steel traps. 





ANIMAL TRAP COMPANY OF AMERICA 
LITITZ, PENNA. NIAGARA FALLS, ONT. 


The World's Oldest and Largest Manufacturer of Animal Traps 
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For Cooking in Camp, Cabin or Kitchen Sell the New 1934 
Coleman Camp and Utilitu Stoves 


NOW REGULARLY EQUIPPED WITH EVERDUR METAL FUEL TANKS 
...the Biggest Safety Feature Ever Put on Any Camp Stove! 


Now’s the time to push the sales of these modern 
Coleman Camp and Utility Stoves. There is a profitable 
market all around you for these Coleman Stoves. They’re 
just the thing for summer cottage, camp and cabin; for 
light-housekeeping, for the sma}l apartment, houseboats. 


Metal Fuel Tanks... which guard forever against rust 
and corrosion... are now regular equipment. The big- 
gest safety feature ever put on any Camp Stove! Three 
popular models... all light instantly. 

Display, demonstrate, advertise... and make many a 


Always a leader...now better than ever! Everdur’ sale! Ask for trade discounts... new retail sales helps. 


| | 


No. 2F 
CAMP STOVE 


The finest Camp 
Stove made. A min- 
 iature gas range De 
Luxe that lights in- 
stantly, cooks any- 
thing, any style, 
any time. Folding 
oven can be used 
as a drum heater or 
warming cabinet. 
Everything built- 
in; folds up like a 
suitcase. Now 
equipped with 
Everdur Metal 
Safety Fuel Tank. 


U.S. Retail Price......... $ | 2.45 


High Stand (extra) Retail Price........ $1.90 
















No. 374 
CABIN 
STOVE 


A dandy 
3 - burner 
stove for 
cooking 
use in 
camp, cabin 
and home. 
Lights instant- 
ly. Has splash- 
er back, high 
legs and bottom 
shelf. Finished 
in black baked enamel. One master burn- 
er, one standard and one simmering burner. 
Overall size: Length, 37 inches; width, 16 


inches ; height, 724.00 


45 inches. 
U.S. Retail Price............... 








No. 373 CABIN STOVE 


A popular-priced 2-burner utility 
stove that lights instantly. Fuel tank is easily 
removed for filling; located in carrying rack 
in bottom of frame. Finished in black baked 








No. 9F CAMP STOVE 


In structure the same as No. 2F except has no Oven. 
Lights instantly; has folding wind baffies and all other 
built-in features. Equipped with Everdur Metal Safe- 
ty Fuel Tank. Durably made. This popular priced 
stove is just the thing for general utility use in cot- 


cfviswelisicm Qe 5S 
No. 242A LANTER 


U. 8. Retail Price................000+. 

This little lantern with > 
the big brilliance is now ‘ 
better than ever! Has (¢ 
new bulge-type Pyrex | 
glass globe; stronger, lar- |\ 
ger porcelain ventilator | 
top. Single mantle type; | 
produces up to 150 candle- | 
power of pure whitesteady 
shining radiance. A sure. 
fire seller that supplies 
many lighting needs. 

U. S. Betall Pries......:..6e000s500000. 


in quality ...t 





1 





VERDOR METAL TANK | 

No. 6F CAMP STOVE 

Here’s value that can’t be beat in a Camp 
Stove for those who want a low priced, handy 
stove for picnics, short vacation trips, outings, 
etc. Lights instantly. Equipped with Ever- 
dur Metal Safety Fuel Tank. Has built-in 
wind baffles; removable 
tank and generator unit. 
The BE, BONE PIG. oesesicccccesessesss 


A big sturdy lantern 
for your customers who 
want the very best. 
Lights instantly, gives 
up to 300 candlepower 
brilliance on any light 
ing job in any weather. 
No finer lantern made. 
Has big porcelain enameled 
ventilator top, genuine Pyrex 
Glass Globe, built-in pump. 
Is wind-proof, storm-proof, 
insect-proof. 
ie ee 





— Coleman Silk-Lite are 
a. COLEMAN MANTLES the most economical 
mantles made! New chemical process doubles their shelf 
life; increases their strength 30%! Made stronger to last longer. . most 
economical in the long run. Scientifically correct in design, size and 
mesh. No - seams. Reinforced across bottom. Always uniform 
best! ‘Sell Fe U.S. Retail Price Per ¥2 Dozen..............c000.0000000 45c 
by the Package”. U.S. Retail Price Per Dozen............0....c0:s00:c0000 90c 





IT PAYS TO RIDE WITH A WINNER! 
This 4A Coleman Iron Leads the Field! 


The 4A Coleman Self-Heating Iron is easy 
to sell because it is staple merchandise. It gives 
the housewife what she wants in an iron... econ- 
omy, easy operation, dependable 
It’s a bigger time and labor-saver than a $100 washing machine. This 
iron is breaking sales records! 162% increase in January and February 
this year over the same months last year! 


The Coleman Iron is needed in every home. The only real instant-lighting iron made. 
Unusual in performance. Cuts ironing time 44, cost to use 42¢ an hour; does better work 
with less effort. Generator has automatic gas tip cleaner which can be 
operated while iron isin use. A ready, steady year round seller. 


erformance. 


$5.95 





enamel. An all-purpose stove that can be used 
in many places where a larger stove is not 


suitable. Length, 21 ins.; 
ea ee | 0.80 


ins, U.S. Retail Price......... Write Nearest Coleman House for Advertising Helps and Latest Dealer Prices 


THE COLEMAN LAMP AND STOVE COMPANY 


Dept. HA33, Wichita, Kans.; Chicago, IIL; Philadelphia, Pa.; Los Angeles, Calif.; Toronto, Ontario, Canada 
(FD 33) 


Bs I WINN arate inn he's géccnsdnaniceacdcnasdsnsinssdendedenunsinantnacasoaseinasesns’ 
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Nearly a century in business building activity 


UNIVERSAL 
HOUSE WARES 


=< el “Products that have etood 
ELECTRIC APPLIANCES crThe “Teat of “Time” 


No name on house wares has meant so much 
to or has been so widely accepted by three 
generations of housewives as this trade mark 
of established merit. 





They know the reputation of the name 

UNIVERSAL is backed by over ninety years 

of leadership in making products that have 

er ae stood the ‘‘Test of Time’’ and that the un- 

HARDWARE SPECIALTIES challenged value and unquestioned quality 

of UNIVERSAL House Wares are priced well 
within the reach of everyone. 


Housewives who want the best know that 
_ quality wares are cheaper in the “‘long run”’, 
and that QUALITY DOES PAY. 


Quality on one hand= 
“Profit on Che other 


\WACIIIIAA CPECIAITIEC _ You take no chances when you buy UNIVER- 
VACU U M : P c C A U 7 : SAL House Wares and you take no chances 
when you sellthem, They are correctly priced 
to meet the service requirements of the con- 


sumer and the profit desires of the dealer. 
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LIBERTY 
BRONZE 
Hard drawn bronze 
metal wire, 90% 
copper, 10% non- 
corrosivealloy. 
Golden Bronze 
or Antique 
Bronze fin- 































@ Since 1892 this company has 
been engaged exclusively in the 
manufacture of insect cloth. It 

has been responsible for almost 
every major development in this 






product. Its brands are well 
known. They have consistently 

given complete satisfaction to 
both dealers and their customers, 






OPAL 

ZINC 
COATED 

Best hard 
drawn steel 
wire, heavily 
zinc coated and 
lacquered. Stays flat 
when unrolled. 
White Satin Finish. 


and have won the high favor of 
dealers who now screen cloth. 


Distributed through leading 
hardware jobbers everywhere 












“3106."" WORTH of 
VARNISH, Etc., on TEN 
DREADNAUGHT Rentals’ 


“Our first ten rentals totaled $53.00, 
plus $9.60 for sandpaper, or a total 
of $62.60. There is a splendid margin 
of profit in the sandpaper, and after 
explaining fully the operation of the 
machine, our customers invariably 
bring it back in-very good condition 
which keeps the cost of handling 
these rentals down to a minimum. 





“For these ten jobs we have sold 
fillers, varnishes, etc., amounting to 
$106.81.”" 


BARRETT 
HARDWARE CO. 
Joliet, Ill. 


‘*You have a won- 
derful product. It 
is fool-proof and 
bullt to stand 





DREADNAUGHT SANDERS abuse.”’ 

Dept. H534, Muskegon, Mich. 

Without obligation please show me how J can be sure MRSPiR TI DE TAT How Do You Cash In On This Everyday Question? 

of highly attractive pronts on DREADNAUGHT rentals. Stores When your customers ask you how to treat unsightly floors are you prepared to cash 
\ in with DREADNAUGHT Rental Service? With the DREADNAUGHT plan you can 
a Big 6d hd 06% Sede Se a eT) wae 4 p d unhesitatingly recommend resurfacing and a new finish. You pyr 7 sell high 

asacena, quality varnish and other finishing materials after every DREADNAUGHT Rental— 

Address ....... rT ee [2 eee California,Branch which means welcome extra profits. 

Me GH MMA cee Ee RS a 
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makes 
enthusiastic customers 





improvement 






Horrocks-Ibboteon Co. 


Utica, N.Y. 


Gentlemens 


I enclose a picture of « string of trout that I took, 
using your Steel Core rod, end a Peckinpeugh Feather Yinnow, end 
taken in very swift water. 

The real satisfaction of the known power of the Steel 
rod, reall 


Core y has to be experienced to know just what it means 


to the angler. I have taken some Plack Pass just recently using 


Reports of 
the experi- 
ence of fish- 
ermen with 


this rod, and I am enthused more with it every time I get hold of 


@ good fish. 


in thanking you, I wish to remain, 


Age 


Yours truly, 











the Steel 
Core Hexi- P.S. The largest trout shown are 23 and 2/4" long. 
Super-Cane 


Rods are beginning to come in. The letter re- 
produced on this page is an example. 


Here is a noteworthy improvement of real prac- 
tical value to the fisherman. Offering a new 
and superior combination of sporting qualities, 
these nationally advertised Steel Core Rods are 
opening up extra sales for dealers everywhere. 
And each such sale makes an enthusiastic 
customer. 


If you have not yet stocked these rods, write us. 





REMEMBER! Horrocks-Ibbotson 
Window Display Contest 


Are you entered? 


HORROCKS- 
IBBOTSON CO. 


Dept. S, Utiea, N. Y. 


Manufacturers of the Most Complete 
Line of Fishing Tackle in America 
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NEW PERFECT 
WAX APPLICATOR 


Lypraeypy 
yyy, Sovyyp. 


‘ON 
DRI-BRITE 
FLOOR WAX 


@ PINT APPLICATOR OFFER 


ints Dri-Brite Wax 

ri-Brite Applicators 
Cost to You 

¥% Dozen pints Dri-Brite retail 

@ 75¢ each 

% Dozen pints Dri-Brite with 

applicators retail @ 99¢ each set 


Your selling price 10.44 
Your Profit $3.48 
@ QUART APPLICATOR OFFER 


1 Dozen 
14 Dozen 





A, 




































1 Dozen 
% Dozen 


$6.96 


uarts Dri-Brite Wax 

ri-Brite Applicators 
Cost to You 

¥_ Dozen Quarts Dri-Brite retail 

@ $1.25 each 

¥% Dozen Quarts Dri-Brite with 

applicators retail @ $1.49 ea. set 


Your selling price 16.44 
Your Profit $5.48 


You have never seen a wax applicator so 
perfect for applying Dri-Brite Wax as the 
new Dri-Brite Featherweight. 
Featured in the tremendous Spring na- 
tional ies campaign for Dri-Brite 
Floor Wax in Saturday Evening Post, 
ood Housekeeping, Ladies’ Home 
Journal, Woman’s Home Companion, 
Better Homes & Gardens, Farmer’s Wife, 
McCall’s and Sunset Magazine. 


10.96 












TO RENEW PAD, FOLD 2/s YDS. 
CHEESE CLOTH, ATTACK WITH 
0 CLEAN PAD 





“Give Us an Applicator 
as Easy to Use as 
Dri-Brite Wax” 

— said thousands of users. 


The new Black and Silver Dri-Brite 
Featherweight Applicator is entire- 
ly different from any you have ever 
seen. It weighs less than 12 ounces 

lighter than any other ever made. 
What's more, it is the only applica- 
tor using cheesecloth and the cheese- 
cloth can be instantly removed and 
renewed. Simple springs do the trick. 


Over 30 million women will read 
about Dri-Brite's Special Applicator 
offer in National Magazines, so 
stock up now. 


NEW 













FLUSH WITH HOT RUNNING 
WATER. 


The special 99¢ and $1.49 
applicator offers are 
bound to attract Dri-Brite 
customers into your store. 


Be prepared for the demand 
the Dri-Brite Applicator of- 
ers are sure to bring! Order 
from your jobber today. 
Offer expires June 30, 1934. 


MIRACUL WAX CO. 
1322 Dolman St. 
St. Louis, Mo. 
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.. the rd year of stardom 


for this 


POPULAR SMOKELESS POWDER! 


In 1932, a new star among smokeless 
shotgun powders rose in the shooting 
world. DU PONT MX! Quickly, it be- 
came the favorite of thousands of 
shooters throughout the country. The 
next year, it duplicated its success and 
swept on to find new friends in the field 
and at the traps. 

Now—in 1934—DU PONT MxX is headed 
It is better 


known. More of your customers know 


for still bigger triumphs. 


it is a better powder. 

Meet the demands of your customers 
by specifying DU PONT MX in your 
next order for trap loads. 


E. 1. DU PONT DE NEMOURS & CO., Inc. 
Sporting Powder Division WILMINGTON, DELAWARE 


GU POND 


Rt6. us. pat OFF 


DU PONT MX 


REG. U. S. PAT. OFF. 


SMOKELESS SHOTGUN POWDER 


(MULTI-BASE) 


1934 























in 30 days 








Ebene is what one Philadelphia de- 
partment store did with Bissell 
Sweepers. Not an everyday occurrence 
—still not so unusual, for during the 
last year scores of leading stores have 
approached that volume—many bet- 
tering it. 

Ordinarily it takes 10 months for 
this particular store to sell 1,050 sweep- 
ers, according to the buyer, but in No- 
vember aggressive effort was put be- 
hind Bissells. Result: 1,050 sweepers 
sold in 30 days. 

Almost without exception leading 
stores have materially stepped-up Bis- 
sell sales during the last year. They 
recognize the value of selling a sweeper 
of proved worth—a sweeper backed by ex- 
perience—not experiment. ‘‘Bissell is a 
‘gold mine’ in our housewares depart- 
ment,’’ commented one buyer. 

He knew of the Bissell profit factor, 
supported by sustained mark-up with- 
out offsetting mark-downs; of the 
greater dollar volume per square foot 
devoted to the line; of the desirable 
turnover, not to mention such other 
realities as year-around saleability and 
customer satisfaction. 


Get the Bissell story . . 
It will pay you... as it has others. 


BISSELL CARPET SWEEPER CO. 
Grand Rapids, Michigan 4 


New York Office and Export Dept.— 
46 West Broadway, New York 


te aa Sie aa , acs 7 tata ; a 
2 Wy og a 


. write us today. 
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FENCE SALES 


From the very beginning—American Steel & Wire 
Company Fences have been developed with the full 
aid of laboratory and metallurgical tests. We are 
proud of the outstanding qualities that such tests 
demonstrate—but, we know that the great preference 
shown for this product is not the result of these claims. 
Instead—Zinc-Insulated Fences are purchased by a 
majority of farmers because they have stood the test 
of time—actually proved their ability to render longer 
and more economical service. From a sales standpoint 
—actual demand is worth countless reams of theory. 
Sell Zinc-Insulated Fences—feature them prominently 
—let past performance build volume for you. 





American Steel and Wire Company 
Zinc-Insulated Fences, Steel Fence Posts and American 
Steel Gates have definitely established themselves 
as the fastest selling items in their respective fields. 








208 South La Salle Street, Chicago SUBSIDIARY OF unrTeD {QS states STEEL CORPORATION Empire State Building, New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Steel Products Company, New York 
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THIS COUPON | =: 


IS TOO IMPORTANT 


to be buried at the bottom of the page! Name_ 


If we had more space we’d make our coupon still bigger and 
bolder. Because it is important — to you — whether you’re City 
a Telechron dealer or not. It’s the only way we can put 
in your hands the full story of the Telechron Salesmaker 


Package for 1934. 


BRIEFLY, we picked out the fastest- 
selling models in our line. All will be 
nationally advertised this season. 
We packed them in a special assort- 
ment. We designed and tested a 
striking display rack. It is ruggedly 
built (all of wood), handsomely fin- 
ished (in silver and black), cleverly 
proportioned (to hold 8 clocks and 


SELF-STARTING ELECTRIC 


MAY 10, 1934 





State_ 





45 Main St., Ashland, Mass. 


Gentlemen: 

The Salesmaker story sounds too good to 
be true. But I’m willing to be shown. There 
is no obligation on my part, of course. 


Street__ 





REN TELECHRON COMPANY 








fit window or counter comfortably). 
Fresh center panels will be furnished 
for it regularly. A complete sales 
story on the back helps your sales- 
people SELL. 

The Salesmaker, plus a generous 
supply of supplementary selling lit- 
erature, comes to you absolutely 
FREE with this assortment. The 


GEMUINE 


Se Biar, 
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Th cath thet flamer : 
' modern electric time > 
Enjoy the quiet reliability 
__ of its sealed-in lubrication 
Let the best - “help” « 
- decorate your living-room, 
ii bedeOoey stat Maclin 





PRICED FROM $4.50 * 





clocks themselves are priced amaz- 
ingly low for quick, profitable turn- 
over. ... What a combination! And 
how it sells! You'll be convinced 
after you’ve autographed the coupon! 
(Remember that Telechron is accu- 
rate, self-starting, dependable. It’s 
the best-known, most-advertised 
electric clock.) . 


SLOSKS 
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PETER MANNING.-1:56%, 
World’s Light Harness Mile Record 


Peter Manning is owned by Hanover 
Shoe Farms and was used by them 
to advertise Hanover Shoes. His 
mile record was made in 1922. He 
is still living in Hanover and watch- 
ing with disdain all efforts to beat or 
equal his twelve year record. 


OR more than a quarter century Hanover 

Wire Cloth Company has held to its out- 

standing record for actual performance in 
quality and service. 


Hanover Vulcan Black is ‘‘annealed' after 
weaving, then coated, by our special process, 
with a superior grade of black enamel, guar- 
anteed not to scale off. 


Hanover SUPER APEX is woven from the 
highest quality steel wire obtainable. After 
weaving, the cloth is thoroughly cleaned, then 
given a heavy coat of practically pure zinc; 
making the cloth as nearly rust proof as pos- 
sible. 


On top of this coat is baked, by our special 
process, an additional coat of PIGMENTED 
ENAMEL which seals up almost completely 











any channels through which oxygen in the out- 
side air might combine with Fe or iron in the 
steel wire under the Zinc Coating, thus pre- 
venting the formation of Oxide of Iron or 


RED RUST. 


Hanover Wire Cloth Company guarantees 
Super Apex not to tarnish nor discolor as 
does cloth manufactured by the ordinary 
traditional methods. 


Hanover Golden Rod Golden Bronze and all 
our brands of Bronze and Copper are made 
from full gauge wire conforming in every re- 
spect to the requirements of the Bureau of 
Standards at Washington. 


Special Steel Alloy Wire Cloth, Monel, Stain- 


less, etc., also Aluminum. 











A HIGHER QUALITY MERCHANDISE AT NO HIGHER PRICE 


ASK YOUR JOBBER 


HANOVER WIRE CLOTH COMPANY 


HANOVER 


PENNSYLVANIA 
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NO WONDER SHERWIN-WILLIAMS SEMI-LUSTRE 
IS MOVING FAST THIS SPRING! 


This dramatic advertising shows at a glance that S-W Semi-Lustre is the ideal finish for walls and woodwork. 
Keep a copy of one of these national magazines open on your counter to display this sales-making ad. Its 
“reminder” will help to increase sales even more. These ads appear regularly in 


The Saturday Evening Post Collier's Good Housekeeping 
Better Homes & Gardens Christian Science Monitor American Magazine 
Time Country Home 


This profit-making advertising is producing sales for the thousands of holders of the Sherwin-Williams Franchise. 
If you are interested in the profit possibilities of the famous S-W line, write to see if the franchise is open in 
your community. The Sherwin-Williams Co., Dept. 609, Cleveland, Ohio. 
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Brilliant new beauty 
and distinguished 
cabinet styling now 
complements match- 
less mechanism in the 
new G-E Monitor Top 
refrigerator models. 
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YEARS 


1927 General Electric introduced the first refrigerator with a 2 year guarantee— 
1931 G-E Monitor Top the first electric refrigerator to give a 3 year guarantee 





—1932 Unparalleled G-E performance made possible the first 4 year service 
plan—and now—5 years protection for only $1 a year! With a G-E Monitor 
Top refrigerator purchasers now get the standard 1 year warranty .. . plus 


> 


GAIN General Electric proves its faith in 
the unfailing performance of the Monitor 
Top by offering even greater protection to G-E 
refrigerator buyers than ever before. Public 
preference for the Monitor Top has been 
built on its unparalleled service record, backed 
by the broadest guarantee in refrigeration. 
The new 5-YEAR PROTECTION PLAN now 


demonstrates to buyers of electric refrigerators 
that it is General Electric’s purpose to build 


4 years additional protection on the sealed-in-steel mechanism for only $5. 


CERT ere, 









lifetime performance into every Monitor Top 
mechanism. 

It means that General Electric refrigerators will 
have even greater public preference than ever 
before. It means more sales, more profit, more 
good-will for G-E dealers. If you are not al- 
ready a General Electric refrigerator retailer, 
write or wire for details of the G-E Franchise. 
General Electric Co., Electric Refrigeration 
Dept., Section HA5, Nela Park, Cleveland, O. 


GENERAL @ ELECTRIC 


ALL-STEEL REFRIGERATORS 
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By Selling the Best 
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ATKINS SILVER STEEL 
Saws, Saw Tools, Trowels, 
Files and Specialties work 
better, faster and _ longer. 
That is why we say they are 


“The Finest on Earth” 


We have always upheld the 
dealer by promoting quality 
with a decent margin of 
profit. We continue to offer 
you the BEST for resale to 
people who have learned to 
ask for ATKINS because they 


are cheapest in the long run. 


If you need moderate or low priced 
saws of good quality to meet competi- 
tion we can furnish that grade also— 
a good value for the money. 


—And the ATKINS line 
means certified profits for 


YOU. 


Leading jobbers handle AT- 
KINS. But if you are unable 
to obtain them through your 
regular source , of supply, 
write to us for prompt atten- 
tion. 
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EARLY CELT WARRIORS, IN ANCIENT 
TIMES, KNEW THE PRINCIPLE OF THE 
LIGHTNING ROD... ALTHOUGH IT WAS 
NOT INVENTED ONTIL THE I8TH CENTURY, 
BY BENJAMIN FRANKLIN... THEY PUT 
SPEARS IN THE GROUND WITH THE 
POINTS UPWARD DURING STORMS TO 
WARD OFF THE DEMONS OF LIGHTNING- 








is , mm =6 GLASS \S NOT 

SRS : a A SOLID... 
_ IT HAS NOT 

ONE OF THE 

PROPERTIES OF 
A SOLID— 






RUBBER \6 SO NAMED 
BECAUSE PRIESTLY, DISCOVERER 
OF OXYGEN, FOUND THAT 
THE NEW ELASTIC SUBSTANCE 
WOULD ERASE 





IN THE ISTH CENTURY 
IT WAS A MARK OF DISTINCTION 
TO BURN WAX CANDLES, 

AS ONIN THE VERY WEALTHY 


ALUMINUM GOLD FOR COULD AFFORD TO 
9/0 A POUND,/N /880, USE THEM- 
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‘THE STORY OF THE 


ORE than 700 hardware man- 
Mr tetectrers wholesalers and 

their guests enjoyed the Hot 
Springs convention. It was outstand- 
ing in many ways and sessions were 
well attended, interesting and prac- 
tical. Discussions were plentiful, 
because delegates showed a genuine 
interest and a willingness to partici- 
pate. With the exception of the last 
day, all sessions were held jointly by 
the Southern Hardware Jobbers As- 
sociation and the American Hardware 
Manufacturers Association, pleasing 
The real 
purpose of a joint convention being 
to bring manufacturers and whole- 
salers together to discuss mutual 
problems, the Hot Springs experi- 
ence, with joint sessions, throughout 
the convention, offers a valuable 
precedent. It will certainly serve 
as a guide for future Southern con- 
ventions. It was the jobbers’ forty- 
fourth annual convention and the 
manufacturers sixty-eighth semi-an- 
nual convention. The sessions and 
entertainment features were held at 
The Arlington Hotel, headquarters, 
which rendered every desirable con- 
vention service. 


both factors immensely. 


Membership Increases 


Two years ago the jobbers had 
about 20 members. Today there are 
more than 75 member firms. about 
90 per cent of these being repre- 
sented at Hot Springs. Several firms 
had two or more in attendance. The 
credit for this fine membership in- 
crease and the active jobber attend- 
ance at the convention this year 
goes jointly to President F. E. Pharr 
and Secretary T. W. McAllister, who 
have held their respective offices 
during the recent rebuilding period 
in the history of the Southern whole- 


sale group. 
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Forty-fourth Annual Convention of Southern Hard- 
ware Jobbers Association and Sixty-eighth Semi- 
annual Convention of American Hardware Manu- 
facturers Association Held at the Arlington Hotel, Hot 
Springs, Ark. April 23 to 26—Walter M. Bonham 
Succeeds F.E.Pharr as President of Jobbers’ Organi- 
zation—Attendance More Than 700. 
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These photos present views of Hot Springs, Ark., where the 1934 convention was 
held. Arlington in center background. Bathhouse row on the right. 


where in this issue. Vice-presidents 
chosen are: Robert H. Baker, vice- 
president, Fones Brothers Hardware 
Co., Little Rock, Ark.; W. W. Plow- 
den, Sabine Supply Co., Orange, 
Tex., and A. C. Rankin, general 
manager, Teague Hardware Co., 
Montgomery, Ala. In accordance 
with the constitution, the executive 
committee reappointed Secretary Mc- 
Allister, editor of Southern Hard- 
ware and Treasurer Wm. A. Parker, 
president, Beck & Gregg Hardware 
Co., both of Atlanta, Ga. The manu- 


facturers held an executive session 


At the wholesalers’ Thursday ex- 
ecutive session, Walter M. Bonham, 
president, C. M. McClung & Co., 
Knoxville, Tenn., was elected presi- 
dent of the Southern Hardware Job- 
bers Association, succeeding Mr. 
Pharr. Mr. Bonham has been vice- 
president for two years and has 
served as the organization’s code com- 
mittee chairman since the advent of 
NRA. He was also an important 
speaker at the Tuesday morning joint 
session, discussing the effect of codes 
on hardware wholesaling. The text 
of his remarks appears in full else- 
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Thursday for Secretary Charles F. 
Rockwell’s semi-annual report and 
other business but do not elect of- 
ficers until October, during their joint 
convention with the National Whole- 
sale Hardware Association. 

Messrs. Pharr, McAllister and 
Rockwell, with A. P. Van Schaick, 
general sales manager, The American 
Chain Co., Bridgeport, Conn., and 
president of the manufacturers as- 
sociation served as a convention com- 
mittee on arrangements, programs, 
etc., and handled these details to 
complete and general satisfaction. 


The Opening Session 


Monday night the convention got 
under way with Mr. Pharr presiding. 
Following customary preliminaries, 
the Hon. Leo P. McLaughlin, mayor 
of Hot Springs, welcomed the con- 
vention to that city. The Mayor 
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E HOT SPRINGS CONVENTION 


Joint Sessions of Wholesalers and Manufacturers on 
All But Last Day Interest Record Breaking Crowds— 
Codes and Related Governmental Activity Affecting 
Business Dominates Discussions—Delegates Opti- 
mistically Attend and Participate in All Sessions— 
Convention Voted an Outstanding Success— 
Fine Weather Permits Ample Golf, Horseback 


Riding, Driving, etc. 


turned out to be a real w.t, contribut- 
ing humorous stories repeated fre- 
quently during the convention. As 
head of the Southern association, 
President Pharr delivered his annual 
message, which is published in ful 
elsewhere in this issue. 

Brief remarks from President Van 
Schaick of the manufacturers group. 
dealt with the joint sessions through- 
out the convention, for which he ex- 
pressed unqualified approval saying 
in part: 

“For the first time in at least many 
years, the program schedule for this 





convention has been so arranged that 
all sessions, save the concluding busi- 
nes meetings on Thursday, are in 
effect joint gatherings of the two as- 
sociations, and your reaction to the 
change will be of interest. 

“We of course recognize that cer- 
tain matters are the independent 
problems of the particular organiza- 
tion and that some independent ses- 
sions are, therefore, desirable and 
necessary for their consideration. We 
are, however, inclined to believe that 
under present-day conditions the 
greater number of subjects which 
naturally arise for consideration will 
be of common interest to producer 
and distributor, and that greater ben- 
efit may thus accrue to all concerned 
by consolidated discussion of such 
problems, rather than by individual 
consideration in separate meetings. 


Joint Sessions 


“It may not always be desirable 
or practicable to follow the precise 
schedule of this particular conven- 
tion, but we are of the opinion that 
a very considerable part of the mem- 
berships of the Southern Hardware 
Jobbers Association, The National 
Wholesale Hardware Association and 
the American Hardware Manufac- 
turers Association will in future wel- 
come schedules which will permit of 
a greater number of joint sessions 
than heretofore, without infringement 
upon the time usually allocated for 
individual contact.” 

Mr. Van Schaick’s presidential 
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message was presented to the manu- 
facturers’ Thursday executive ses- 
sion and is also published in full 
elsewhere in this issue. 

Substituting for John Dickinson, 
assistant secretary of commerce, Wil- 
lard Thorpe, director, Bureau of 
Foreign and Domestic Commerce 
made the principal address to the 
opening session. He upheld Presi- 
dent Roosevelt’s recovery program in 
all of its phases, at the same time ad- 
mitting it had been necessary to dis- 
card or greatly alter some of the 
recovery measures. He said that 
signs of improvement are in evidence 
everywhere as a result of the emer- 
gency measures put into effect by the 
administration and termed charges 
that the nation is in the midst of a 
tremendous revolution in which the 
Government is interfering with lib- 
erty and freedom of action, making 
for regimentation, as “a scare head 
which needs but little consideration 
to be put in the proper focus.” 


Housing Shortage 


Mr. Thorp said there was increas- 
ing concern in recent months over 
the fact that the basic activities of 
national recovery, by giving purchas- 
ing power to farmers and industrial 
workers, were aiding chiefly the in- 
dustries producing consumer goods 
while the production of durable and 
capital goods is lagging seriously 
behind. He added that the whole 
Federal work program is directed at 
bringing the resources of the Govern- 
ment to bear on this particular spot, 
chiefly through revival of the con- 
struction industry. 

The speaker said his bureau, with 
the aid of the Civil Works Admin- 
istration, had recently completed a 
survey of every dwelling in 64 cities, 
at least one in each State, and that 
returns from ten cities which had 
been tabulated, indicate real need for 
immediate revival of the construction 
industry in seven out of the ten. One 
of the cities in which the housing 
shortage is most serious is in Arkan- 
sas, he said. 

Mr. Thorp said that out <f 111,000 
dwelling units in the ten cities, 4 per 
cent were reported as “unfit to live 
in,” 20 per cent as needing structural 
repairs and 36 per cent as needing 
minor repairs. 

If these ten cities are a fair index 
to the total, they offer convincing 
evidence that the Government, in- 
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dustry and financial institutions must 
coope.ate to bring about rapid activ- 
ity in the field of housing,” he con- 
cluded. 

Another Government speaker, C. A. 
Cobb, chief, Cotton section, AAA, 
addressed the Wednesday joint ses- 
sion explaining the great detail the 
operations and objectives of the cot- 
ton control program. 

During the Wednesday afternoon 
session, devoted to code discussions, 
D. <A. Merriman, vice-president, 
American Steel & Wire Co., Chicago; 
Don S. Brisbin, general sales man- 
ager, Columbus-McKinnon Chain Co., 


Tonawanda, N. Y.; John F. Olin, vice- 
president, The Western Cartridge 
Co., East Alton, I1l.; Robert H. Jones, 
farm equipment manufacturer, and 
C. M. Power, Cleveland Chain & Mfg. 
Co., Cleveland, gave their individual 
impressions of the respective codes 
under which their companies operate. 
As these men spoke as individuals, 
expressing personal opinions and not 
necessarily their industry’s viewpoint, 
their comments were made “off the 
record” and will not be reported. 

On the pages immediately follow- 
ing are the major parts of the conven- 
tion talks given at Hot Springs. 








Officers Elected at Hot Springs, 
Ark., By Southern Hardware 
- Jobbers Ass'n 


President 
Walter M. Bonham, C. M. McClung & Co., Knoxville, Tenn. 


First Vice-President 
Robert H. Baker, Fones Bros. Hardware Co., Little Rock, Ark. 


Second Vice-President 


W. W. Plowden, Sabine Supply Co., Orange, Texas 


Third Vice-President 
A. C. Rankin, Teague Hardware Co., Montgomery, Ala. 


Honorary Vice-President 
John Donnan, W. S. Donnan Hardware Co., Richmond, Va. 


EXECUTIVE COMMITTEE 


Mark Lyons, McGowin-Lyons Hdwe. & Supply Co., Mobile, Ala. 
John K. Dyer, Doherty Hardware Co., Baton Rouge, La. 

C. J. O'Neill, O’Neill-McNamara Hdwe. Co., Vicksburg, Miss. 
Chas. Nuchols, American Hdwe. & Supply Co., Charlotte, N. C. 
Edmund Orgill, Orgill Bros. Co., Memphis, Tenn. 

W. S. Pinder, Virginia-Carolina Hardware Co., Richmond, Va. 


Apvisory BoARD 


John Donnan, W. S. Donnan Hardware Co., Richmond, Va. 
Mark Lyons, McGowin-Lyons Hdwe. & Supply Co., Mobile, Ala. 
Harry A. Black, Black Hardware Co., Galveston, Texas 
J. L. Pitts, Brown-Roberts Hdwe. & Supply Co., Alexandria, La. 
L. M. Stratton, Stratton-Warren Hardware Co., Memphis, Tenn. 
Finis E. Pharr-Buhrman-Pharr Hardware Co., Texarkana, Ark. 
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“We Have Gotten Out of the Red” 





F. E. PHARR 


T is a great pleasure to have this 

gathering of Hardware Manufac- 

turers and Hardware Jobbers as- 
sembled here in Hot Springs, Ark. 
And on behalf of the Hardware Job- 
bers of the State of Arkansas I extend 
to you a hearty welcome and hope that 
your stay here may be so pleasant 
that you may look back on it in after 
years with happy memories,. and that 
we may also have the pleasure of a re- 
turn visit at some time. 

When I think of the distance that 
the most of you have come, I know 
that you are interested in what will take 
place during the next three days. It 
does not seem very long since our last 
annual meeting, but the answer to this 
is, we have been busy. It is true enough 
that we haven’t had all the business 
that we would like to have had, neither 
have we shown earnings in such pro- 
portions that would have been entirely 
satisfactory, but we have gotten out of 
the red and have shown some earnings. 
We have disposed of a lot of slow mov- 
ing items from our stock, and have 
made a great many clean-ups that un- 
der other conditions we possibly would 
not have done. 


Fewer Failures 


During the past year you have en- 
joyed a strong and advancing market, 
which has, in a measure, eliminated 
from your mind that unpleasant thought 
of how much less goods purchased to- 
day might be had during the next 
thirty days. Very few failures have 
resulted from the three years of ter- 
rible agony and disappointment. One 
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By F. E. PHARR 


President, Buhrman-Pharr Hardware Co., Texarkana, Ark., 
in his annual message as president of the Southern Hardware 
Jobbers’ Association addressing the opening joint session 


Monday night 


year ago now you will recall the con- 
ditions in which the banks of the 
country were in, and however badly 
one needed assistance, it was the next 
thing to impossible to get it. But bank- 
ing, like hardware, has had its ups and 
downs. 

We are told by Col. Leonard P. 
Ayers of Cleveland that out of a total 
of 30,800 banking institutions in opera- 
tion in 1930, the number has decreased 
to a total of 14,600, or less than one- 
half. Banking resources have shrunk 
from $74,000,000,000 in 1930 to $51,- 
300,000,000 in 1934, a shrinkage in 
resources of 31 per cent, and a shrink- 
age in banking institutions of more than 
50 per cent. Banking conditions today 
are such that any bank of any con- 
sequence anywhere has more ready 
cash than they know what to do with. 
The problem now is, what is collateral 
that can be hypothecated to substantiate 
a loan? These conditions are rapidly 
being improved, and before a great 
while collateral] that six months 
ago was entirely unsatisfactory, will, 
in all probability, be perfectly good 
and acceptable security. So, when we 
sum it up, we should be thankful that 
it is not worse with us than it really 
has been. 

Today we look out on the future with 
confidence and believe that there is 
plenty of business out yonder for us all. 
I believe I may safely say that the past 
year has been, indeed, a very busy one. 
Everyone has consumed a lot of time 
either in the framing of codes or in 
an attempt to keep posted with what is 
really being written into these codes by 
others. And while you may be more 
or less disappointed in just what you 
have in your code, yet you must not 
overlook the fact that there has been a 
great many phases of the situation to 
deal with, so it is necessary that the 
codes be drawn along wide and elastic 
lines. I am sure that you are all code 
minded, and that you will hear a lot 
about codes during the next three days, 
and [ anticipate a great amount of en- 


lightenment on this important. subject. 

Hours and wages you know are a 
paramount issue at Washington, and 
how to put more people to work at ad- 
vanced wages with shorter hours. But 
when we read in the papers of strikes 
in so many industries and threatened 
strikes in a great many others, we are 
made to wonder if it is really work 
that is wanted, or do the majority of 
those who clamor for work just want 
to keep up an eternal disturbance. Cer- 
tain it is that labor is not cooperating 
with the Administration as it should, 
and we are made to wonder if possibly 
labor has not been given too much 
recognition by the Administration, and, 
as a result, have become drunk after 
Union labor’s long vacation. So with 
this great disturbing factor trying at 
every angle to tear down that which 
would work for the best interest for the 
public and labor as a whole, we must 
be extremely alert to see that stocks 
of merchandise are kept well assorted, 
for it can but follow, as we have al- 
ready experienced, that a shortage of 
finished merchandise must of necessity 
follow. And remember, you cannot 
show an earning from sales you failed 
to make. Costs of operation have mate- 
rially increased; so much new and 
added costs with more to come. In 
some lines you have already been pay- 
ing for expense of Code Authority, and 
before a great while this will be a mat- 
ter of no little concern, in fact may 
become burdensome. So, why not get 
your house in order for the time when 
these obligations will come? These 
are requirements that are just, and 
must of necessity be made, and these 
added expenses become a part of your 
general overhead. Added to this, it is 
pretty generally conceded that we will 
soon be working 30 hours, and however 
much I dislike the thought, we must 
admit that this is inevitable if people 
are to be put to work, and in such 
numbers as will really tell and be of 
value in lessening that great host of 
unemployed. 


43 








The Hardware Wholesaler and the Codes 





WALTER M. BONHAM 


HE Codes of Fair Competition 

were foreshadowed by the Codes 

of Fair Trade Practices which 
many industries, including the Southern 
Hardware Jobbers Association, tried to 
work out under the supervision and 
authority of the F. T. C., but which 
were made futile when it was found 
that the F. T. C. was at cross purposes 
with the Department of Justice. Much 
of the profitless prosperity of 1927-28-29 
was the result of the evils of unre- 
strained competition resulting from the 
anti-trust laws, which give the ruthless 
10 per cent the ability to demoralize 
the business of the 90 per cent. Co- 
operation was collusion, and collusion 
was criminal. Unrestricted and uncon- 
trolled competition puts the capable and 
intelligent merchant at the mercy of the 
unscrupulous or incapable dealer, who 
is always in evidence notwithstanding 
that they keep the bankruptcy courts 
busy winding up their affairs. Over 
regulation and too much control de- 
stroy initiative: breed extravagance, 
and tend to lower the standard of ser- 
vice, while at the same time increasing 
the cost. 

We seek to restrain the individual 
who preys on honest men in the ordi 
nary walks of life—and whether his 
abnormal actions are the result of 
viciousness or insanity he is taken out 
of circulation. Business needs the same 
kind of protection—an intelligent police 
force, a fair trial and a just sentence. 

The overlapping of codes, especially 
as applying to wholesalers or distribu- 
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By WALTER M. BONHAM 


President, C. M. McClung & Co., Knoxville, Tenn., newly elected 


president of the Southern Hardware Jobbers’ Association, 


reporting as chairman of that body’s Code Committee at the 


joint Tuesday session 


tors, represents perhaps a minor, but at 
the same time quite serious, problem in 
the successful operation of codes. It 
is out of the question for a wholesale 
dealer to attempt to operate his entire 
business under too many rules. It is 
not only expensive, but well nigh im- 
possible of accomplishment. There is 
already much detail—perhaps too much 
—in the handling of business of this 
kind; then to sub-divide it and handle 
it under many different codes would be 
out of the question. For example: To 
sub-divide all invoices that we have in 
order to meet the various requirements 
as to terms under different lines would 
frequently mean that one shipment 
would have to be spread over anywhere 
from ten to twenty codes. This would 
require as many different bills, as 
many different bookkeeping postings, 
as many different invoices for the 
Credit Department to look after, and 
would also give the retailer much more 
detail in the way of invoices, check 
writing, etc., to look after, to say noth- 
ing of the impossibility of having some- 
one sufficiently familiar with all these 
various codes to divide, an invoice of 
this kind. 

Of course, it goes without saying that 
we cannot operate under different codes 
as to labor, in the matter of hours and 
wages. This perhaps is not expected, 
and certainly should not be. 


Operate Under the Code 


Apparently, the only proper thing to 
do is for wholesale hardware dealers to 
operate primarily under the Whole- 
salers Code, supplemented by the 
Wholesale Hardware Code, complying 
with other codes only in so far as prices 
and fair trade practices are concerned. 
Where fair trade practices of the 
Wholesalers Code and the minor codes 
conflict, the Wholesalers Code will con- 
trol. We already have one outstanding 
example of conflicting codes in our 
line of business, namely: The Lumber 
and Building Materials Code has had 


Asphalt Roofing placed under their 
control and are in some sections in- 
sisting that the wholesale and retail 
hardware dealers make their prices 
and practices to conform strictly with 
their codes. This is also true of Sash 
and Doors, the latter items, however, 
being more kindred to the Building 
Materials Code than Asphalt Roofing, 
which, of course, is not a lumber prod- 
uct. 


Would Complicate Process 


As to prices, if every code should 
adopt the price-reporting system or 
open price association, this would mean 
also additional expense and a lot of 
detail, especially if it should occur 
that more than one code covered the 
same lines of goods, further compli- 
cated by the difference in rules as to 
what is the proper basis for making 
prices. To do all this, and keep track 
of the chiseling that will be done, both 
purposely and through error, would 
make the process so complicated it 
would not carry its own weight. While 
there are some objections to resale 
prices, we think, unless these prices are 
foolishly made too high, it offers the 
best means of controlling this trouble- 
some feature of the codes. Resale 
prices that apply in all markets, with 
privilege of equalization on the part 
of jobbers where freight rates indicate 
it, we think is after all the best solu- 
tion. Of course, resale prices might 
be used to foster monopolies, but not 
necessarily so, as is shown by the fact 
that many lines already are handled 
under resale prices without this objec- 
tion. 

Another word might be said with 
reference to the matter of cash dis- 
count and free time in the terms of the 
various codes. It would seem that there 
would be no good reason for changing, 
especially shortening, terms that have 
prevailed in many cases for the past 
two generations and which have met 
reasonably well the ups and downs of 
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business during that period of time. 
The standard terms of hardware and 
kindred lines have been 60 Days Net 
—2 per cent for cash in 10 Days, or, 
in the case of those customers who buy 
daily, or many bills in the course of a 
month, it has been found economical to 
extend the cash discount period to 2 
per cent 10th proximo. This discount, 
in fact, no discount, can be justified 
purely on the basis of the value of 
money from a_ banking standpoint. 
There enters into it the cost of collec- 
tions, losses from bad debts, the profit 
to be made from the turnover of capital, 
as well as the matter of a legal rate 
of interest on the money for the time 
unused. It is a premium for prompt 
payment, and when it becomes no 
longer a premium, it will not be used. 
Steel terms, for example, have been 
based entirely on what is supposed to 
be the banking interest of money. 
Many dealers would just as leave bor- 
row from the steel mills as from the 
banks, and it is quite likely that the 
steel mills will find that their accounts 
receivable will largely increase as the 
result of this change in discount. This 
is true of any other line which tries 
to fix its discount on the same basis. 
This is no time, either, to shorten terms 
unduly. There has been a disposition, 
however, in the hardware lines, for cer- 
tain jobbers coming into the South to 
unduly extend these terms, not only 
as to time, but on staple articles, which 
has been abusive to the credit situa- 
tion in the South in so far as the local 
jobber is concerned, and is not justified 
by any reason except a desire to sell 
terms rather than goods by offering 
this special inducement of free time. 


Overlapping of Codes 


No doubt the difficulties. some of 
which have been cited before, that arise 
from over-lapping of codes is fully ap- 
preciated by the NRA Administrators, 
and that one of the next steps they take 
will be to simplify and eliminate as 
much of this over-lapping as is pos- 
sible. We should at least do our best 
with it as it is, and cooperate with the 
Government toward making the codes 
workable. Notwithstanding the defects 
and objections to codes, we believe that 
they are minor, and that the codes 
ultimately can be made to work, and 
work to the major good of industry. 
In the meantime, we think the NRA 
Code Authorities should exercise a re- 
straining - influence on the _ over-en- 
thusiasm and officiousness of certain 
Code Authorities whose products are 
handled in many different ways, and 
while technically they may be in con- 
trol of that product, they should not 
be over-eager to control the business of 
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every other distributor who may be 
handling it. 

Recently the writer saw some re- 
marks made by Gilbert H. Montague. 
Chairman of Committee on NRA, Fed- 
eral Trade Commission, etc., reading 
as follows: 

“Hundreds of business men, having 
complied with every provision of every 
code that they ever thought applied to 
them, are now awakening to the un- 
pleasant realization that they are today 
in peril of criminal penalties, injunc- 
tion proceedings, damage suits, and 
heavy money forfeitures for failure to 
comply with unsuspected provisions of 
other codes to which they have never 
paid any attention because they never 
have realized that these codes were in 
any way applicable to them. 

“Every code that applies to any frac- 
tion of one’s business, no matter how 
small that fraction is, governs with all 
the force of an Act of Congress. 


As an Act of Congress 


“Every such code, and every amend- 
ment, executive order, department 
ruling, administrative opinion, code au- 
thority regulation, and official interpre- 
tation under such code, applies with 
the same effect as an Act of Congress. 

“How to keep track of these un- 
suspected codes, and _ the orders, 
rulings, opinions, regulations, and _ in- 
terpretations under them, so that be- 
fore it is too late one may either comply 
with them or obtain from NRA an ex- 
emption from or modification of them. 
is fast becoming a major problem of 
American business and its legal ad- 
visers.” 

Mr. Montague’s remarks, of course, 


represent the technical position that 
we are in, and if the codes were en- 
forced to the letter, there’ would not be 
enough dealers left out of the peni- 
tentiary to do business. 

There is one other item with refer- 
ence to jobbers and the numerous 
codes under which they will be ex- 
pected to operate in whole and in part, 
and by whose code organizations they 
will be more or less controlled, namely: 
the considerable expense connected 
with the assessments of these separate 
codes. We have not thus far paid 
anything except to two codes, and while 
in our particular case the cost at pres- 
ent does not amount to so very much, 
in the aggregate the expense will be 
considerable. It would seem, without 
making any definite criticism of any 
one particular code, that there should 
be more supervision over the expense 
account of these code organizations. 
An assessment of 1% of 1 per cent, or 
6/10 of 1 per cent on gross sales of 
any one large industry would amount 
to a considerable sum of money, which 
is all right if it is necessary, but it 
does seem that there is plenty of room 
in these code organizations, unless there 
is some limiting authority over them, by 
which large salaries and unnecessary 
overhead can be created at the expense 
of the industry. We should all expect 
to pay a part of any code under which 
we operate, but we see no reason for 
excessively high salaries to officials at 
the head of these code authorities. 

Real administration of each industry 
must be under the control of members 
of that industry, preferably selected by 
votes through well organized trade as- 
sociations or industrial organizations, 

(Continued on page 106) 
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The Partnership of Government and Industry 


By A. P. Van Schaick 


General Sales Manager, The American Chain Co., Bridgeport, 
Conn., in his semi-annual address as president of the 
American Hardware Manufacturers’ Association at that 


body's Thursday session 


N other days a business address 

before a business body could with 

propriety make but scant refer- 
ence to governmental policies or proj- 
ects, without seeming interjection of 
partisan motive. But the other days 
are gone, perhaps forever, and in the 
new “partnership,” industry, agricul- 
ture and every phase of social rela- 
tions are so interwoven with Govern- 
ment that reference to one must in- 
clude the other. 

As individuals we may or may not 
be in accord with all that has trans- 
pired in our country during the past 
twelve months. But even those who 
dissent in principle are none the less 
fervent well-wishers for the ultimate 
success of most of the undertakings, 
startling as they may have appeared. 
For, in the words of the President, 
“We Are on Our Way,” committed for 
the present, at least, to projects from 
which there can be no abrupt devia- 
tion without disaster. Plans originally 
advanced as but temporary now emerge 
as permanent policies, affecting in one 
phase or another the life of every in- 
dividual. 

In the foreword of his new book, 
President Roosevelt himself says of his 
Administration: 

“Some people have called our new pol- 
icy ‘Fascism.’ It is not Fascism because 
its inspiration springs from the mass of the 
people themselves rather than from a class 
or a group or a marching army. Moreover, 
it is being achieved without a change in 
fundamental republican method. We have 
kept the faith with, and in, our traditional 
political institutions. 

“Some people have called it ‘Commu- 
nism’; it is not that either. It is not a driv- 
ing regimentation founded upon the plans 
of a perpetuating directorate which subor- 
dinates the making of laws and the proc- 
esses of the courts to the orders of the 
executive. Neither does it manifest itself 
in the total elimination of any class or in 
the abolition of private property. 

“Tf it is a revolution, it is a peaceful one, 
achieved without violence, without the over- 
throw of the purposes of established law 
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and without the denial of just treatment to 
any individual or class.” 

As manufacturers, our most immedi- 
ate concern is with the success or fail- 
ure of NRA and the realization that 
a turning point is being reached in its 
relation to the recovery program. 
Fundamentally, the trouble under the 
NRA is that it attempts to increase 
consumption through a rise in money 
—instead of products. Wage earners 
with shorter hours and high wage 
scales, the theory runs, will have more 
money to spend on goods and com- 
modities, although individually they 
will produce less. The hitch comes in 
the difficulty in finding the money. It 
was the Government’s idea that indus- 
try could advance the funds, as wages, 
and later recoup on increased sales. 


Smothering Profits 


Actually, the NRA has raised costs 
of production, and is attempting to 
raise them further, while at the same 
time it is striving to prevent price in- 
creases. That is smothering profits, 
and industry can’t go much further 
along that line. A primary oversight 
of the NRA was the failure to make 
a clean-cut outline of its policy on 
price-fixing. Another was the failure 
to state its stand unequivocally on col- 
lective bargaining; whether the nation- 
al unions were to rule or whether com- 
pany unions could be spokesmen for 
labor. 

It began with the vague idea of 
handing the whole problem over to the 
A. F. of L. But that meant the closed 
shop, restriction of output, the craft 
union form, enormous union treasuries 
disbursed by unregulated officials, 
elected by political machines within 
the unions and with exactly the same 
sort of opportunities for the misuse of 
absolute power as have been utilized 
to the full by unscrupulous politicians 
in control of party organizations. 

Confronted by the labor crisis in 
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the motor industry, the Administration 
has now deflected its policy into a new 
direction. The open shop will be le- 
galized instead of the closed shop, but 
with safeguards against coercion and 
provisions to maintain rival unions 
within any given industry. One can- 
not help thinking of the bright hopes 
once pinned on the direct primary as 
a device for the overthrow of bosses, 
the revival of two-party government 
and the attainment of other blessings. 
The analogy is not exact, but that is 
only because “industrial democracy” 
is so vastly more complicated than the 
political kind and even more resistant 
to constitutional devices. 

It is generally recognized, even by 
those directing NRA, that it has en- 
tered the most critical period of its 
existence. Preceding and following 
the conference of code authorities in 
early March, operations within NRA 
have been slowing down, reflecting rec- 
ognized necessity for changes in or- 
ganization set-up and policy to a sys- 
tem less centralized and more coopera- 
tive. What the Administration appar- 
ently now has in mind is the ultimate 
transformation of NRA into a machine 
to administer code industries. 

Important in the changes ordered for 
greater speed was the creation of 4 
litigation division to handle all court 
cases in the name of the Department 
of Justice; the making of all Deputy 
Administrators responsible for quick 
disposal of all non-enforcement com- 
plaints on codes under their jurisdic- 
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tion. . Each equipped with legal, eco- 
nomic, labor, industrial and consumer 
advisers, it will now be their respon- 
sibility to get action from the com- 
pliance and litigation divisions. Pre- 
viously their main function has been 
to get codes through the mill. 

Having passed through this period 
of criticism, introspection and renova- 
tion, it is to be hoped that NRA will 
Jater more effectually perform its part 
in the recovery program. 

Business continues relatively good, 
with a probable index of approximate- 
ly 90 for April and a present pros- 
pect for continued slow and irregular 
improvement thereafter. Estimates of 
improvement in the immediate future 
must take account of current anxieties, 
in particular industries, with respect 
to further legislative intentions of the 
Administration, notably in connection 
with the tariff, which threatens extinc- 


tion or serious detriment to many local 
industries. 

But, on the other hand, there is the 
newly announced nationwide renova- 
tion and housing program, a billion 
and a_ half modernization project, 
which is described as the missing link 
in the President’s recovery program. 
It has been conceived as the instru- 
ment for breaking through the wall 
which now stands between the stagnant 
heavy industries and the tremendous 
potential demand for improved hous- 
ing. Broadly, it involves, first, the im- 
mediate release of low-cost credits up 
to five years in length for home reno- 
vation and modernization. It is esti- 
mated that there is a potential demand 
of from $1,000,000,000 to $2,000,000,- 
000 for home renovation and modern- 
ization which can be satisfied before 
the end of the present-year if the prop- 
er cooperation is obtained from labor, 


industry and finance. 

Second, the resuscitation and reor- 
ganization of the mortgage market, in 
which a national mutual mortgage in- 
surance corporation will be used as 
an instrument for forcing down inter- 
est rates, and eliminating second and 
third mortgages and short-term first 
mortgages on which no amortization is 
required. 

Third, the coordination of all Fed- 
eral and State agencies dealing with 
housing, including subsistence home- 
steads in the rural areas, and slum 
elimination in the urban areas. 

But above all and beyond all, we 
have abiding faith in the spirit of the 
American people to ultimately con- 
quer any combination of circumstances 
or forces which stand between them 
and complete return to peace and pros- 
perity. Discouragements may _ inter- 
vene, but in the end we shall win. 


Semi-Annual Report of Chas. F. Rockwell, Sec.-Treas., 
of the American Hardware Manufacturers Assn. 


Presented at the Manufacturers’ Thursday Session 


HE record of the American Hard- 
ware Manufacturers’ Associa- 
tion during more than four years 
of intensely depressed business condi- 
tions has been conspicuous among the 
trade organizations of the country. 
Despite the financial vicissitudes and 
rigid economies incidental to all in- 
dustry in such a period, the consider- 
able number of liquidations or consoli- 
dations, membership losses have been 
relatively small, and our financial situ- 
ation remains secure. 
All convention and other organiza- 
tion activities have been continuously 


maintained to the apparent satisfaction . 


of the membership, and in the new era 
of commercial relations with distrib- 
utors now before us, opportunity for 
service should be even greater. 

The gradual improvement of busi- 
ness conditions since the beginning of 
the year made opportune the initiation 
of a concerted movement to present 
the advantages of membership to all 
manufacturers not now members? who 
seek increased distribution through 
hardware channels, to the end that 
they may individually profit and the 
numerical strength of the association 
be increased. 

The 26 new members who have been 
added since the Chicago convention 
constitute an impressive list. All are 
of the type that our membership stand- 
ards require, and, what is most impor- 
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tant to the virility of the organization, 
will without exception actively avail 
themselves of the advantages of con- 





CHARLES F. ROCKWELL 


vention attendance. The new members 
are: 

American Lawn Mower Co., Muncie, Ind. 

American Pad & Textile Co., Greenfield, 
Ohio. 

American Saw & Mfg. Co., Springfield, 
Mass. 

Atlas Powder Co., Wilmington, Del. 

Clover Mfg. Co., Norwalk, Conn. 

W. W. Cross & Co., Inc., East Jaffrey, 
N. H. 

Covert Mfg. Co., Troy, N. Y. 

Electric Hose & Rubber Co., Wilmington, 
Del. 

Hanover Wire Cloth Co., Hanover, Pa. 


Kester Solder Company, Chicago, Ill. 

Nixdorff-Krein Manufacturing Co., St. 
Louis, Mo. 

The C. O. Jelliff Mfg. Corp., Southport. 
Conn. 

The E. T. Rugg Co., Newark, Ohio. 

The Parkersburg Iron & Steel Co., Park- 
ersburg, W. Va. 

Pyrene Mfg. Co., Newark, N. J. 

The Ruberoid Co., New York, N. Y. 

Simoniz Co., Chicago, Ill. 

The Sta-Brite Products Corp., New 
Haven, Conn. 

St. Louis Cordage Mills, St. Louis, Mo. 

The S. G. Taylor Chain Co., Hammond, 
Ind. 

The Henry G. Thompson & Son Co., New 
Haven, ‘Conn. 

U. S. Hame Co., Buffalo, N. Y. 

Wagner Manufacturing Co., Cedar Falls, 
Iowa. 

“Yard-Man,” Inc., Jackson, Mich. 

The Zoro Co., Chicago, III. 

Time is the truest test of value, and 
as the organization carries on in its 
33rd year of accomplishment, its con- 
tinued strength and character of mem- 
bership, its influence in the industry 
of which it is a part; the type of men 
who constitute its official personnel, 
are themselves the best commentary 
on its record of the past and its pros- 
pects for the future. 

There are at present approximately 
350 wholesalers of hardware and kin- 
dred lines, with an aggregate volume ex- 
ceeding $500,000,000. Over 80 per cent 
of these wholesalers, doing over 90 per 
cent of the total volume, are members 
of either or both the National Whole- 

(Continued on page 108) 
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By H. H. TUCKER 


President, Fones Brothers Hardware Co., Little Rock, Ark., ad- 


Cash Discounts and Terms 


dressing joint Tuesday session reviewing the subject and new 


problems brought about through NRA code activity 


ASH discount was born the same 
C day credit was born, and they 

have the same mother—trade 
expediency. It is difficult for me to 
think of a world operating entirely on 
a cash basis. In those parts of the 
world where cash transactions or bar- 
te: are the usual rule, there is normal- 
ly little business to transact. I do not 
think that there is a man in this room 
that would want to do business in the 
United States with all of us on a cash 
basis. When we howl about the evils 
of the credit business and wish to ’ell 
we could be on a cash basis, what we 
really mean is that we wish everyone 
would pay us the cash but we could 
still enjoy credit from the bank, from 
the merchant, from the taxing author- 
ity, from the corner drug store. Why, 
some of us are mean enough to take 
credit from our employees, in that we 
let them build up credit for a week’s 
work, or two weeks’ work, or even a 
month’s work, before we pay them. 
So I say again, what we really want, 
when we analyze it, is not a society on 
a cash basis, but a society that uses 
both cash and credit, suiting the meth- 
od of settlement of a transaction to the 
circumstances. 


Reasons for Credit 


If we study credit as it relates to 
our business, we find we extend and 
receive credit for the following reasons: 

1. Convenience—Most of our cus- 
tomers are good for their debts, and it 
is more convenient to sell on credit. 
We have fewer book entries to make 
if we keep complete records. 

2. Good-Will—A credit extension is 
a mark of confidence of the seller in 
the buyer. We like to do business 
with people that believe in us. Trade, 
with other factors even, always swings 
to the people we like. 

3. Larger Sales—That last 30 per 
cent of business that we get because of 
credit extension is the part of the vol- 
ume that we make our money on. In 
making the last statement I am look- 
ing forward, gentlemen, and not back- 
ward, at sales the last few years. 
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4. Increased Size of Order — The 
buyer can purchase in larger and more 
economical quantities than where the 
size or weight of his purse is the im- 
mediate consideration. 

Conceding that credit extension is a 
vital and necessary factor in American 
business—why cash discounts? 


Why Cash Discounts ? 


The first reason is quite simple: The 
seller gets the advantages of a credit 
extension — consisting of convenience, 
good-will, larger volume, larger unit of 
sales, and, through the medium of the 
cash discount, gets most of the cash. 
Thus, where the discount is taken, you 
eat your cake and keep it, too—all ex- 
cept a few crumbs representing the 
cash discount given. 

Second—The accounts one sells 
classify themselves in a credit way, 
into excellent, medium or poor risks, 
depending on whether invoices are dis- 
counted, paid at maturity or run past 
due. It pays the seller to know the 
quality of his customers, where to put 
in selling effort. The discounting mer- 
chant is usually a capable merchant 
in the field of selling and can be de- 
pended upon to capably represent your 
product. 

Third—In times of economic distress 
the seller performs a real service in 
that buyers can change their status 
from discounters to payers at maturity 
without suffering material loss of cred- 
it standing. Short discounts and short 
maturity dates do not afford the same 
degree of refuge. 

Fourth—The taking of cash dis- 
counts requires real financial planning 
in most business houses and this con- 
tributes to the stability of trade out- 
lets. 

Fifth—The premium for anticipation 
causes the habit of promptness in tak- 
ing care of obligations. I venture the 
assertion that there is a smaller per- 
centage of violation of discount terms 
than there is of violation of the due 
date. Where the buyer has permitted 
the invoice to go to maturity, he is not 
greatly concerned about payment, and 
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it usually takes correspondence to col- 
lect the bill. 

Having so far in this talk been con- 
cerned with the expediency of cash 
discounts in a credit business world, 
it is now proper that the measure or 
percentage of cash discount should be 
considered. Custom, the character of 
the goods, and, to a certain extent, the 
responsibility of the class of merchants 
buying the goods, have been the deter- 
mining factors not only as to the per- 
centage of cash discount, but also as 
to the length of time to maturity. As 
a usual practice, slow-moving goods 
have carried longer terms and larger 
cash discounts. In the wholesale hard- 
ware trade, both from the factory to 
the jobber or retailer and from the 
jobber to retailer, terms of 2 per cent 
in ten days or sixty days net have been 
the usual and prevailing terms for a 
longer period than my business ex- 
perience and, doubtless, of all of you. 
So custom says, with the authority of 
many years of trial, that for the hard- 
ware trade such terms are expedient. 
The premium for performance is suf- 
ficiently attractive for the buyer to 
make an especial effort to obtain it 
without being unduly burdensome on 
the seller. It furnishes a justification 
to the buyer to contact his bank and 
borrow the funds there instead of “rid- 
ing” the seller. If the seller who con- 
templates shortening terms and dis- 
counts will reflect on increased credit 
supervision, larger receivables, and the 
uncertainties as to the ability of a buy- 
er to represent him, the premium does 
not look so large. Usually the fac- 

(Continued on page 108) 
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James Hutchinson Elected President 
of Old Guard at Hot Springs, Ark. 


Salesmen’s Organization Holds Largest Annual Banquet 
in Twenty-five years of its existence—Honor Fred M. Huggins, 
one of the founders. J. E. Haviland and Chas. M. Power chosen 
as Vice-presidents 


Tiara, So April 24, the Old de Nemours & Co.; Tillman Cavert, 


Guard, Southern Hardware Sales- and Ed. Newey. 


men’s Association, held its twen- Two minutes of silence, with the as- 
ty-fifth annual banquet with the larg- sembly standing, was observed in mem- 
est attendance in the history of the ory of the late Mr. Clark, following 


organization. Past-President Fred M. which Secretary Boyd read the list of 
Huggins, one of the founders of the 
body, was the guest of honor. He told 
of the organization’s formation, a quar- 
ter of a century ago, in Hot Springs, 
Ark., which was fittingly the place of 
this year’s dinner. Always an impor- 
tant feature of the annual convention 
of the Southern Hardware Jobbers’ As- 
sociation, the Old Guards held a very 
special party at this year’s Hot Springs 
convention. 

James S. Hutchinson, The Stanley 
Works, was elected president, which 
office he has held since the tragic death 
of Sheffield Clark in New Orleans last 
summer during his term of office as 
president of the Old Guard. Mr. 
Hutchinson had been first vice-presi- 
dent. John E. Haviland and Charles 
M. Power, Cleveland Chain & Mfg. 
Co., were chosen as vice-presidents, and 
Robert P. Boyd continues as the effi- other members who had passed away 
cient secretary-treasurer. Henry Arch- since the 1933 banquet at Memphis. 
er, Electric Hose & Rubber Co., is Appropriate remarks were made by 
chairman of the executive committee, Mark Lyons, an honorary member, as 





R. P. BOYD 
Secretary, Old Guard, 
Sergeant-at-Arms S.H.J.A. 


the other members of which are George are all past-presidents of the Southern 
T. Price, The American Fork & Hoe Hardware Jobbers’ Association, and 


Co.; Henry J. Peterson, North & Judd Commodore F. Herbert Smith, Nichol- 
Mfg. Co.; Walter Huff, E. I. du Pont son File Co., a past-president. Mr. 


Smith and Henry Archer were respon- 
sible for the refreshments and also 
served as the dinner committee. In 
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both departments they were rated per- 
fect. Music was furnished by the Ar- 
kansas Mountaineers. Officers of the 





JOHN DONNAN 
W. S. Donnan Hardware Co. 
Hon. Vice-Pres. S.H.J.A. 


jobbers’ and manufacturers’ association 
wefe invited guests. 





The Old Guard Banquet at Hot Springs 
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The Basic Wholesale Code 





C. J. WHIPPLE 


OU have asked me to talk about 
the Basic Wholesale Code. 
Based on the amount of time 
you have already devoted to codes, it 
seems to me that you are “bears for 
punishment” when it comes to code 
matters. If I am to be permitted to 
go back into history a little bit, last 
June the executive committee of the 
National Wholesale Hardware Associa- 
tion held their meeting in Chicago and 
that was just about the time the Na- 
tional Industrial Recovery Act was 
passed. At that meeting a committee 
was appointed to draw up a code for 
the wholesale hardware industry, and. 
after submitting it to the membership 
for approval, to go through the usual 
channels and present it to the NRA. 
It was not the easiest thing in the 
world to make up this committee. The 
National Wholesale Hardware Associa- 
tion has members in every State in the 
Union. Each section of the country 
expected to be represented. If the 
committee was too large, it would, of 
course, be unwieldy and then it would 
be difficult to get anything done. If 
it was too small, the objection would 
be made that the committee was not 
truly representative. After consider- 
able deliberation, as president of the 
National Wholesale Hardware Associa- 
tion, I submitted to the executive com- 
mittee a list of nine members to serve 
as a code committee. Three of these 
gentlemen were selected from our mem- 
bers from the southern States; the re- 
maining six were scattered from the 
Atlantic Coast to the Pacific Coast— 
each section of the country having some 
representation. At the time of the con- 
vention held in Chicago last fall, some 
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By C. J. WHIPPLE 


President, Hibbard Spencer, Bartlett & Co, Chicago and 
president, National Wholesale Hardware Association ad- 


dressing joint Tuesday session, stressing “price differentials” 
clause and explaining development of the code itself and 


the necessary committee work 


members had objections to the code as 
it had been developed up to that time, 
and another member was added to the 
committee to represent their views. 
Our code committee had_ several 
meetings and made considerable prog- 
ress, and when we came to the point 
of contacting the NRA officials, we 
were informed that because of the di- 
versified lines carried by all whole- 
salers—not only hardware, but other 
commodities as well—it would be de- 
sirable to have a Basic Wholesale Code 
that would apply to everyone. This 
would avoid conflicts in wages. hours 
and other general matters affecting all 
and would simplify the administration 
of supplemental codes. At that time 
it was our understanding that all whole- 
salers, except those handling food 
products, who come under the super- 
vision of the AAA, would be subject 
to the provisions of the Basic Whole- 
sale Code. During the summer and 
early fall a number of meetings were 
held. A public hearing was _ finally 
held in November. After that, minor 
changes were made and the code ulti- 
mately signed by the President on Jan. 


12, 1934. 
Code Confusion 


There were 23 other wholesale trades 
who cooperated in the preparation of 
this code, and we were given to under- 
stand, as stated before, that all other 
forms of wholesaling would be required 
to come under this code. In the light 
of what has happened since our early 
negotiations, we were certainly wrong 
in this impression, for individual codes 
have been granted to a number of other 
wholesale industries and contain very 
different provisions. This has confused 
the whole situation and has made it 
extremely difficult to know just where 
we stand and just what to expect in 
the future. Upon inquiring of the 
NRA why these additional codes were 
approved, we were informed that they 


were outgrowths of manufacturers’ 
codes and originated with Deputy Ad- 
ministrators other than the one to 
whom we were assigned. I might add 
that we were not consulted in any way 
and some of these codes had developed 
to the point of a public hearing before 
we knew very much about them. The 
situation as it stands today is very 
different than we were led to expect 
when we started to work on the Basic 


Wholesale Code. 


Code Principles 


I think most everyone in this audi- 
ence is in about the same position that 
I am when it comes to reading and 
analyzing codes. We have all seen so 
many that when a new one is presented 
one gets fairly dizzy. Upon careful 
analysis, however, all codes boil down 
to three simple subjects: 


FIRST: Wages and hours. 

SECOND: Selling below cost. 

THIRD: Some form of price control. 

The Basic Wholesale Code is unique 
in that it does not attempt to cover 
the last two subjects, leaving that for 
supplemental codes to be filed later; 
but it does contain another provision 
under “Permissive Trade Practices,” 
the so-called differential clause, Ar- 
ticle VIII, Section 1, which reads as 
follows: 

In any division in which manufactur- 
ers, importers, mills, or other primary 
sellers sell coincidentally to several classes 
of buyers the Divisional Code Authority, 
subject to the approval and with the advice 
of the Administrator, may arrange for a 
conference of all interested parties, includ- 
ing primary sellers or the Code Authority 
governing them, for the purpose of defining 
and establishing price differentials which 
shall be fair and reasonable in relation 
to the nature and extent of the distributing 
services and functions rendered by each 
buying class. Such differentials shall in- 
clude all elements affecting the net price, 
such as discounts, terms, and allowances. 

The Divisional Code Authority, with the 
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advice and consent of the Administrator 
and after all interested p2rties shall have 
been given an opportunity to be heard on 
the matter, shall formally announce the 
price differentials which are deemed fair 
on specific products. When the Divisional 
Code Authority announces that a fair whole- 
sale price differential has been established 
on any products by sources competent to 
adequately serve the wholesalers in the 
Division, then and thereafter, or until the 
Divisional Code Authority announces that 
such fair price differentials have been dis- 
continued, it shall be an unfair trade prac- 
tice for a wholesaler or distributor to han- 
dle such products unless the price at which 
it is sold to him allows or provides for 
such fair price differential. 

Nothing in this section sh.ll be construed 
to abridge the right of manufacturers to 
sell direct to retailers or the right of retail- 
ers to buy direct from manufacturers. 

Nothing in this section shall be construed 
to prevent reasonable and fair price dif- 
ferentials from be‘ng allowed on the basis 
of quantity purchased or such other fac- 
tors as the Administrator shall deem 
proper. 


Quoting From the Brief 


\t the time of the public hearing 
the fair trade practice provisions of 
the Basic Wholesale Code were pre- 
sented by Mr. Flint Garrison, director- 
general of the Wholesale Dry Goods 
Institute. I quote the following from 
the brief which he prepared: 


Many areas or divisions of wholesaling 
are at the present time being threatened 
with destruction by a form of unfair com- 
petition which this rule is intended to pre- 
vent. There would be no need for the 
inclusion of this Section in any Code of 
Fair Competition if the different competi- 
tive forms of distribution were sharply and 
clearly defined; for example, if the practice 
of selling direct from manufacturers to 
retailers competed cleanly and fairly with 
the practice of selling through wholesaler- 
to retailers. Then each form of distribution 
would stand or fall on its merit and that 
which was cleanly and clearly the more 
efficient and economical would win out in 
its competition with the other. 

Unfortunately that condition does not 
exist. In this country, as in no other great 
industrial country of the world, there has 
developed in recent years a form of dual 
selling under which a manufacturer secures 
economies in production through his vol- 
ume operations with wholesalers and then 
uses these economies to undermine the 
wholesaler’s business by selling to the 
wholesaler’s customers or to the competi- 
tors of the wholesaler’s customers at prices 
lower than he could name if he did not’ 
enjoy the wholesaler’s volume business. 

No question is raised of the right of 
manufacturers to sell direct to retailers or 
the right of retailers to buy direct from 
manufacturers. Such rights are self-evident. 
The Section concerns itself solely with the 
economic and ethical principles which be- 
come involved when a manufacturer under- 
takes to sell indirectly through wholesalers 
to one group of purchasers in a given field 
while, at the same time, selling directly 
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to another group of competitive purchasers 
in that same field. 

In this form of dual selling, unless the 
functional service which the wholesale: 
performs is recognized and provided for 
in a wholesale price differential, then an 
inequitable, discriminatory and unfair com- 
petitive condition must inevitably arise. 
Under such circumstances there is no pos- 
sible way under which a wholesaler can 
operate except unfairly. He must either: 

(a) Qvercharge his customers for an 

item which they can buy more 
cheaply from the manufacturer di- 
rect, or 

(b) The wholes*ler must sell the item 

at a loss, thus forcing all other 
wholesalers who compete with him 
to do likewise. 

It is to provide the means by which 
wholesalers generally may withdraw from 
either or both these forms of unfair deal- 
ing that this Section has been included in 
the general code for the wholesale trade. 

This particular clause has aroused a 
good deal of interest. Lots of people 
first opposed it because they did not 
understand it. If we may be permitted 
to depart from the legal phraseology, 
it means that a group of manufac- 
turers, who represent a sufficient pro- 
duction in the line of goods they make 
that would be competent to supply the 
wholesale trade. may file their sched- 
ules. which will allow a price differen- 
tial based upon the function which the 
various distributors fulfill. If these 
manufacturers file their prices in ac- 
cordance with the above clause, then 
it becomes an unfair trade practice for 
any wholesaler to deal with a manu- 
facturer in this line who has not so 
qualified. Perhaps it would be easier 
to understand if I said this clause sim- 
ply means “you cannot have your cake 


and eat it, too.” You cannot expect 
the wholesalers’ support if you come 
out and sell the retailer at the same 
price. 

The recognition of the function of 
wholesaling, as evidenced by the ap- 
proval of the differential clause in the 
Basic Wholesale Code. I think is of 
particular interest to anyone connected 
with the wholesale hardware business. 
For years we have been listening to so- 
called economists, whose cry has been 
to eliminate the middleman and _ pass 
on the savings to the ultimate con- 
sumer. One of the original partners 
of my company retired about 75 years 
ago and sold his interest because he 
could see no place for the middleman 
in the future and felt that all hardware 
would ultimately be distributed from 
the maker to the dealer. This differ- 
ential clause bears out the contention 
that there is an intermediate step in 
getting goods from the maker to the 
retail distributor, and whether we call 
it wholesaling and have that service 
performed by an organization definite- 
ly set up for that purpose, or whether 
we make changes and have the func- 
tion of wholesaling included as part of 
the manufacturer’s set-up or part of 
the retailer’s set-up, the job still has 
to be done and the only thing left un- 
determined is who can do it at the 
lowest cost and, at the same time, pro- 
vide adequate service. 

In the long discussion preceding the 
enactment of this clause, it was found 
that manufacturers were about the 
same, no matter what line they made. 
In the dry goods field and other fields, 
as well as hardware, there were those 

(Continued on page 104) 
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Annual Report of T. W. McAllister, 
Secretary of the Southern Hardware 


Jobbers Association 


Presented to Jobbers’ Thursday Session 


SSOCIATION work during the 
year may be grouped under two 
headings, routine activities and 

extraordinary activities. 

Under the heading of routine work 
may be placed district meetings, three 
of which were held last year—one at 
Greensboro, N. C., one at Jacksonville, 
and one at New Orleans. All of these 
meetings were very well attended and 
were regarded as highly satisfactory. 
Our program had called for at least 
two and possibly three district meet- 
ings at other points; but immediately 
after the three meetings were held 
there arose the necessity for such code 
and other activities as made it difficult 
to arrange for any further district 
meetings. 

It is believed that during the com- 
ing year the association work will be 
on a more nearly normal basis and the 
full schedule of district meetings may 
be carried out. A desire for such 
meetings has already been expressed in 
various parts of the territory. 

Other routine work included the 
sending out of a monthly association 
news bulletin, The Link. But here 
again the pressure of extraordinary 
activities became such at times that it 
was necessary to miss two or three of 
these monthly issues during the year. 
However, I suspect that there has been 
more material coming to you from the 
association office, anyway, than you 
had time to read. 

Routine work also included member- 
ship activities—and in this respect the 
association has had a notably success- 
ful year. The membership has been in- 
creased approximately 75 per cent since 
the last convention. The association is 
now thoroughly rebuilt over the greater 
part of the South, and it is only in 
two or three border states that there 
is still considerable membership work 
to be done. 

Other ordinary association work in- 
cluded the regular executive committee 
meetings, a well-attended special mem- 
bership meeting at the national associa- 
tion convention in Chicago last October, 
and participation by your secretary in 
two meetings of the Texas Association. 

Under the heading of extraordinary 
An associa- 
tion code committee was organized 
early last July, and was reorganized 
in January as a combined code and 


work come code activities. 
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steel products committee. This com- 
mittee has done a lot of hard work. It 
has functioned as well as could pos- 
sibly be expected, in view of the very 
confusing situation that has existed in 
respect to code development. 

I shall merely mention, however, that 
some of your officers or committee mem- 
bers have attended several code con- 
ferences and code hearings in Wash- 
ington; including, among others, the 
conferences and the hearings on the 
general wholesale code and the sup- 
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plemental wholesale hardware code. 
And they took an active part in these 
meetings, in the effort to see that the 
interests of the wholesale hardware 
trade of the South were properly pro- 
tected. 

Under the heading of extraordinary 
work, also. comes the effort that has 
been made to obtain the necessary re- 
lief from the consent decree under 
which the large majority of the hard- 
ware jobbers of the South are involved. 

The extraordinary activities of the 
last year have, of course, been respon- 
sible for extraordinary expenditures. 
This past year there has been the neces- 
sity for two code committee meetings, 
and numerous trips to Washington by 
officers and by some of the members 
of the code or executive committees. 
And there has been the necessity for 
large expenditures, at times, for long 
distance telephone calls to arrange for 
meetings or to decide certain points 
that otherwise would have required 
committee meetings; to say nothing of 





certain legal and other expenses in 
connection with the decree. Perhaps 
we may now look back and see where 
certain of these expenditures mighi 
have been avoided; but at the time 
they seemed very necessary. 

But notwithstanding these abnormally 
heavy expenditures of the past year, 
the association closes the year with a 
very satisfactory bank balance, as you 
will note from the treasurer’s report to 
follow. 

And again I want to apologize if 
seemingly, during the past year, I have 
not given prompt attention to letters 
or inquiries which members have sent 
me. But the fact is, it has not been 
possible to give immediate attention to 
every inquiry. Association work, alone, 
has kept me outside Atlanta for a total 
of more than 50 days during the past 
year. 

I would be very negligent if, in this 
report, I did not call your attention to 
the splendid services rendered to the 
Association this past year by President 
Pharr, by your vice-president and treas- 
urer, and by the members of your execu- 
tive and code committees. The most 
of these officers and committee mem- 
bers have each given many days of 
their valuable time during the year for 
work undertaken solely in behalf of the 
association members and the wholesale 
hardware trade of the South in general. 





W. A. PARKER 
Beck & Gregg, Treasurer 
S.H.J.A. 


It has been a genuine inspiration to 
work with them. And if anything has 
been accomplished, theirs is the credit. 

It is my sincere belief that there is a 
greater opportunity and a greater need 
for the Southern Association today than 
there ever has been in the past. And 
now that the association has been so 
thoroughly rebuilt during the last year, 
it may well face the future with con- 
fidence and optimism. It has an im- 
portant part to play in the work of re- 
covery; and it is in position to carry on. 


HARDWARE AGE 








i 2 


a 


REM MSA RARE NEE. 


SUTTER 





*s in 
rhaps 
vhere 
night 


time 


nally 
year, 
ith a 
; you 
rt to 


ze if 
have 
stters 

sent 
been 
yn to 
lone, 
total 
past 


this 
ym to 
. the 
ident 
reas- 
cecu- 
most 
nem- 
s of 
r for 
f the 
esale 
eral. 


Ane 


SS et eee eee 


STOR TIER RRS 


ca ate ate kat ia 


Soe 


Selling Expenses and Compensation of 


By N. D. ABELL 


Salesmen 


Monroe Hardware Co., Monroe, La., addressing the Jobbers’ 
Thursday session, bases talk on survey made among 


Southern wholesalers 


N discussing selling expense in 

terms of percentage of sales and 

the compensation of salesmen, like- 
wise expressed in percentage of sales, 
we are faced with a great variance in 
figures and methods by which these 
figures are obtained. Information has 
been obtained by our secretary which 
is very complete (and in many instances 
accompanied by explanations), with the 
results which differ throughout al- 
though the average total seems to be 
more or less uniform when considera- 
tion is given to the number of items 
which are included in selling expenses 
or when the basis of compensation for 
a salesman is figured. Information 
which has been obtained by our as- 
sociation as well as through personal 
discussion I have had with many job- 
bers has revealed a wide range in sel- 
ling expenses, for example the Associa- 
tion’s overhead expense report covering 
1932 expenses shows a low figure of 
2.74 per cent and a high figure of 8.08 
per cent of sales with an average of 
5.60 per cent. In 1933 the compilation 
of a majority of the overhead expense 
reports furnished to our Association 
show a low figure of 2.45 per cent of 
sales and a high figure of 7.01 per cent 
of sales with an average of 5 per cent. 
You have probably most of you seen 
the communication of April 3, from the 
National Wholesale Hardware Associa- 
tion covering the preliminary overhead 
expense report for 1933 this shows an 
average selling expense of 5.45 per 
cent. In this report received from the 
National Association the country has 
been divided into seven districts and 
from these seven districts there were 
77 members reporting. .Of the seven 
districts the Rocky Mountain and 
Pacific Coast district with an average of 
5.41 per cent was low and the New 
England district was high with 6.88 
per cent. It was interesting to note that 
the South Atlantic and gulf district 
which includes Tennessee showed an 
average of 5.66 per cent which is only 
slightly higher than the 5.45 per cent 
average. It has appeared to me that 
perhaps one cause of the variance of 
selling expenses in terms of percent- 
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age is due to the distribution of ex- 
pense according to the accounting prac- 
tices of the various firms reporting. In 
the overhead expense report of the Na- 
tional Association selling expense _in- 
cludes catalog, entertaining, salesmen’s 
salaries and their expenses. In dis- 
cussing this with other jobbers I have 
found that there is a difference of 
opinion in regard to the items which 
should be included in selling expense, 
some feeling that entertainment, ad- 
vertising or subscriptions should be in- 
cluded in the selling expense with 
others feeling that these items should 
be grouped under general operating ex- 
penses not directly chargeable to 
selling. This was also true of many 
other items and it is felt that the range 
between the high and low figures as 
they have been obtained is probably 
due to a large extent to the different 
methods by which the final figures are 
reached. If it were possible to obtain 
figures which had been reached by a 
standard system of reporting we would 
probably see less variance as I believe 
most of those to whom I have talked 
feel that a figure of 5 per cent of sales 
is a reasonable figure for selling ex- 
pense and this has been more or less 
accepted as the average to which we 
work. It would be interesting to hear 
later from some of those present in re- 
gard to their views concerning selling 
expense and what comprises this ex- 
pense. 


Salesmen’s Compensation 


The matter of salesmen’s compensa- 
tion and expenses is one that has been 
given more thought perhaps than any 
other salary or expense item due to the 
fact that we all recognize sales and its 
proper degree of importance and to 
maintain the proper selling effort we 
must have competent men fully and 
fairly repaid for the results which they 
are able to produce and yet we cannot 
afford to let this item reach a point 
where it is burdensome or out of pro- 
portion. We have found that every one 
concedes that this compensation should 
bear a direct proportion to the amount 
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of gross profits which our salesmen 
are able to obtain for us, yet due to 
differences of opinion as to the amount 
of credit responsibility which should 
be borne by the salesman we find the 
spread between the percentages which 
are given to salesmen varying from 
15 per cent to 411% per cent of the 
gross profits. Although the informa- 
tion was not available, | have assumed 
for purpose of comparison that the 
gross profits to which these percent- 
ages apply were practically the same or 
from 20 per cent to 224% per cent of 
sales. In other instances a percentage 
of gross sales is paid to the salesman, 
this commission amounting to 5 per 
cent when the percentage of commis- 
sion covers both earnings and travel- 
ing expenses of the salesman. In other 
instanees we find that a stated salary is 
paid to the salesman with a definite 
amount weekly being allowed for 
traveling expenses and beyond this a 
percentage of gross profits is given 
when his sales have reached a quota 
which is established by the firm. In 
this case we also find from the recent 
information which we have obtained 
that the salary represents approxi- 
mately 5 per cent of the gross sales 
set as the quota. There are of course 
many different methods of compensa- 
tion used for salesmen but summarized 
briefly we find the following plans with 
slight variations to be most generally 
used: 

1. Straight salary plus actual ex- 
penses. 

2. Straight salary plus fixed expense 
allowance. 

3. Straight salary out of which sales- 
man pays all of his own expenses. 


(Continued on page 88) 


53 





DISTRIBUTION 


By E. B. GALLAHER 


Treasurer, Clover Mfg. Co. and editor Clover Business 
Service, Norwalk, Conn., addressing joint Wednesday ses- 
sion, reviewing competitive situation faced by hardware 
wholesalers and retailers and the manufacturers’ responsi- 
bility to place these distributing factors “in competition”. Time 
did not permit the delivery of the address in full and so the 
complete text is presented here in accordance with requests 
from both the manufacturers and jobbers attencing the Hot 


Springs convention 


this Association held in Biloxi in 1931, when I was 
asked to address you. 


i] LOOK back with the keenest interest to a meeting of 


My topic was, “Let’s look 
ourselves over.” 

You will recall that I made what, at the time, seemed 
rather startling assertions—that industry had been rob- 
bing the till—that our top-heavy capital structures and 
inflated overheads were rapidly putting us out of compe- 
tition—that we had been substituting machine and process 
for man power; and now were engaged in appropriating 
the earning capacity of the machine, instead of passing 
this saving on to the consumer, where it belonged. 

I suggested that through the avarice and neglect of 
finance and industry to observe the laws of decency and 
humanity, we were building up a great Socialistic move- 
ment throughout the country; and, warned that we then 
had our last chance to clean our houses and place our 
affairs on a legitimate basis; failing which, the country 
would rise up—place a new, Socialistic government in 
power, which would take our business out of our hands 
and do the job for us. 

In light of what has transpired, I think even the most 
skepticat must now admit the accuracy of this forecast. 


Against Own Best Interests 


But, | also suggested that holding up prices according 
to the old theory of charging all the traffic would bear 
was against our own best interests, because it was ac- 
complishing two things: (1) it was spreading a com- 
petitive umbrella over countless new industries that were 
rapidly springing up and taking away our business from 
under our noses; and (2) that it was breaking down the 
value of our trade marks and trade names, which were 
daily becoming less valuable as the consumer became 
better educated as to what constitutes real values. 

Another statement I made was that the chains and cata- 
log houses were, in many cases, selling duplicates of our 
goods to the consumer, at prices lower than we were able 
to produce them on our present set-up—that many of these 
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goods, sold by chains, were guaranteed, and fully as high 
in quality as anything we were offering. 

I know that many of you thought at the time that I 
was crazy—possibly some of you still think so—but I also 
know that some, who took what I said to heart, are todav 
prospering and prepared to testify to the accuracy of my 
suggestions through their practical application. 


Assigned Subject of Distribution 


I have been assigned the broad subject of “Distribu- 
tion” for my talk today, and I know of no subject that 
I hold closer to my heart, and that I would rather talk 
on. In its broadest sense, it is what has caused all the 
troubles we are experiencing in our country today, and it 
offers us a highway to recovery. It is the most important 
single question which lies before us——distribution—for dis- 
tribution means the placing of our goods in the hands of 
the consumer in volume; and, until this is accomplished, 
dur troubles will continue. 

We have passed through a great depression --a period 
of necessary contraction. Some of us have deflated com- 
pletely—most of us have not. Many are still staggering 
under the load of inflated capital structures and, conse- 
quently, inflated overheads. Some of us still think we can 
get away with it—most of us know we can’t, and are try- 
ing to find a painless way out. 

Prosperity, most simply stated, exists only when there 
is free interchange of goods and services throughout the 
land, and this condition can only take place when every- 
one of us can swap our services or what we can produce 
on some fair and reasonable basis with the other fellow, 
who has produced something we require. 

Our trouble today as well as throughout the depres- 
sion has been that there exists an out-of-balance condi- 
tion between the two great sections of the country—the 
crude-material areas, which employ about half our work- 
ers, and the conversion areas, which absorb the other 
half; including manufacture, transportation, distribution 
and the professions. 
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In other words, our costs of financing, conversion, trans- 
portation, distribution and our professional men are so 
reat that incomes in the crude material areas are insufli- 
cient to pay us the prices we demand. 

Therefore, we have helped to stifle the free interchange 
of goods and services—orders are not flowing freely 
factory employment is low—8 million men, more or less. 
are stil! out of work, and the Government is on our backs 
demanding that we employ more men, which we have no 
use for; and, that we pay still higher wages to indus- 
trial labor, which will still further increase the unbalanced 
purchasing power between these two great areas. 


More Than Fair Share 


\s stated, those guilty of demanding more than their 
fair share in the distribution of goods and services are: 
organized labor—transportation—our professional men 
our financiers—manufacturers—distributors. ‘These are 
the people who have been demanding and getting more 
than they are entitled to, and whenever we take more than 
is justly due for what we have to offer, someone else is 
robbed of just that amount which is due them. These extra 
or super profits do not come out of thin air. 

Today, I am only going to consider the cases of the 
manufacturer and the distributor. 

| have maintained since 1930 that what we need to re- 
vive business are lower prices 





greater values—not higher 
prices; and that, until we get these better values we will 
not attract the free consumer-buying which is the one nec- 
essary, lacking element precedent to recovery. 

Let me emphasize right here, that | am not advocating 
a policy of replacing quality goods with shoddy goods 
both have their place in commerce—both have their rela- 
tive standards of value—they should not be confused. 

What I have maintained is that we are charging too 
much for the quality we offer, and for the services we 
render—that our charge for converting crude materials 
into finished products is too great—that the charge we 
make for distributing these goods is exorbitant; and, in 
the development of my talk, I shall try to locate the rea- 
sons for this, and suggest a possible remedy. 


Temper of People Has Changed 


Let us first establish certain concepts as to the situation 
confronting us. I think we will all agree that the temper 
of the American people has changed considerably since 
we taught them what high standards of living mean; and 
then taught them that there would be no more poverty 
in the land, and that everyone was entitled to these hizh 
living standards. 

You may or may not agree with me as to what caused 
this situation; but, | am sure you will agree that, today. 
people, generally, are not alone asking, but demanding 
that the money which they are now able to earn shall 
provide them with the same living standards which they 
have learned to require. 

To meet this condition. we are urging merchants, on 
the one hand, to make careful surveys of their tradinz 
areas—find out what people want—find out what they 
will pay—then try to buy backwards from the manufac- 
turer at prices which will show them a fair return for 
both wholesaling and retailing. and still allow them to 
offer the consumer real values. And, on the other hand, 
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we are urging manufacturers to write down their excesses 
at once—reduce their costs and offer real values to their 
distributors. 

And, let me state right here, that where this is being 
accomplished, consumers are satisfied to take their money 
out of hiding and buy in volume. 

In other words, I can state positively, from personal 
observation in almost every state in the union, that people 
have been spending their money freely—throughout the 
entire depression—where they have been offered real, 
recognizable values. 

Stranze as it may seem, there has never been a real 
lack of money—never a lack of desire to possess. The 
whole trouble has come from the dearth of real values 
offered. Give the public real, recognizable values and it 
will buy—it bought real values throughout the depres- 
sion in volume—it will buy values today. 

Now, why were there not more of these real-value goods 
in evidence during the depression? The answer is not 
hard to find! 

Manufacturers, during the boom period, not alone ex- 
panded their plants—their sales forces—their salaries, but 
they also bought out competitors at boom prices, and 
built up enormous, top-heavy capital structures—which 
means excess overhead. 

If this were all, it would have been bad enough, but 
they also expanded their lines enormously—much of which 
represented duplication or unnecessary goods. 


Volume and More Volume 


The one apparently all-important desire was to get 
volume, volume, and more volume, in order to take care 
of the enormous load they had piled up on themselves 
with this also came the hi-powered selling organizations 
designed to get rid of all this useless merchandise. 

Such conditions are to be expected in boom times, when 
everybody became reckless all at once—but, it invariably 
leaves its scars. 

Let us consider first the great over-production of use- 
less items and duplication. 

Jobbers and dealers were literally swamped and over- 

(Continued on next page) 
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loaded with merchandise of all sorts—much of it duplica- 


tion—much of it slow-turning. Dealers were induced to 
demand countless new items from their jobbers, and were 
urged to buy many things without knowing whether 
there was any consumer-demand for them. Jobbers were 
hi-pressured into buying complete lines, many numbers 
of which were unsalable. 

As a result, dealers’ stocks would often contain from 
8,000 to 15,000 items, while jobbers’ stocks rose to the 
fantastic heights of from 40,000 to 75,000 items. 

I directly blame the manufacturers for most of this. 

When the crash came 
of work—they did what is always done under similar con- 
ditions; they carefully counted the cost of things, and 
began to look for real values—real values were hard 
to find. 


when people were thrown out 


Manufacturers were caught with excess stocks, produced 
at exorbitant costs. They were laboring under the terrific 
load of over-capitalization; they were over-manned, and 
their overheads were enormous. 

Everybody should have realized the situation, and be- 
gun at once to take in canvas as soon as the storm struck 

but, the flesh is weak, and we all tried to find some easy 
way out—we thought we could outsmart the other fellow 
none wanted to take the beating which was coming to us. 


Prices Began to Fall 


Prices finally began to fall through force of necessity 

-but they did not fall fast enough or far enough to in- 
terest consumers. Real values almost disappeared from 
the market; therefore, volume buying came to an end 
factories closed down—unemployment mounted. 

It did not take a college professor to see what a perfeci 
price umbrella had thus been spread by the over-expanded 
fellows for the development of new competition. 

Strong, well-managed, and well-financed concerns began 
lo spring up overnight—not large, many of them, but 
sound—and the products they made were as good, and, in 
many cases, better than the old, blue-chip products. 

Their low overheads helped them to offer real values 
but not only that. They had the good sense to concentrate 
on the readily salable items in their line; thus holding 
down their inventories, tool charges, and other items of 
expense, and, in addition to all this, they were able to gei 
volume production on the few items they made, which still 
further reduced costs. 

Thus it has been possible for these concerns to become 
strongly intrenched; as, naturally, their business has been 
active throughout the depression, at a time when the in- 
flated fellows were all tied up—these new concerns became 
practically the only source of supply of real values. 

If we doubt this statement, all we have to do is to look 
about us; and, wherever we find a new group of smaller 
manufacturers in an industry, who are offering real values 
in competition with the old-established fellows, who are 
over-inflated and have, in the past, been dominating this 
field, we are certain to find that industry had for years 
been suffering oppression; unwarranted high prices; lack 
of values; unfair terms of sales; hi-powered and arbitrary 
methods. 

In the past, before the chains taught the consumer to 
become value-conscious, a new manufacturer entering the 
field found it extremely difficult to get a start, regardless 
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of the fact that his goods might be of better quality, and 
his prices lower; because, the moment he made his appear- 
ance the big fellows would gang up on him and out-bid 
him wherever he went, until finally he was forced to 
fold up. 

This same policy is being attempted today in many in- 
stances, but without much success; because, those mer- 
chants and consumers who have not forgotten the domi- 
neering and oppression of the past are receiving this new 
competition with open arms, knowing full well that these 
smaller well-managed concerns are all that stand between 
them and the old order, which they detest. 

So much for what has been taking place—what’s the 
remedy? To my mind, the manufacturer has always been 
a poor merchandiser—in most cases he knows absolutely 
nothing about the subject—and yet, strange as it may 
seem, he is the one who has been fixing the reiail prices 
for his goods, and fixing the margins upon which the 
merchandisers must depend. If it wasn’t so tragic a mat- 
ter it would be laughable. 

Nevertheless, the manufacturer has, in the past, fixed 
the selling price to the consumers; and, through his sys- 
tem of discounts, has fixed the margin allowed for whole- 
saling and retailing—his decisions have been final. 

But, in offering his merchandise, and fixing his prices, 
has the manufacturer first made studies of his consumer 
market? Has he known what people wanted and what 
they were willing to pay? Has he even cared? Has the 
manufacturer made careful studies regarding the cost of 
wholesaling and cost of retailing? In fact, what does the 
average manufacturer know, of practical value, regarding 
the art of distribution? It is an unfortunate admission to 
make, but we must admit that he knows little or nothing 
of these most vital subjects. 

Because of the fact that old-line jobbers and dealers 
have been unorganized—have had no_ well-coordinated 
plan of merchandising—have all been working as separale 
units—they have accepted the dictation of the manufac- 
turer, who himself knew nothing of their problems, with 
the inevitable result that confusion has reigned supreme in 
the hardware industry for the past generation. 


Enter The Chains 


What could be offered as a more perfect setting for the 
development of some new form of distribution, based on 
sound economics? And this is what brought the chains 
into the picture—they simply seized the opportunity 
handed to them on a golden platter. 

At first the chains found it hard s!edding; for all the 
worthwhile merchandise was closely held by a group of 
high-class manufacturers, who dominated the field com- 
pletely. 

But time and money can accomplish wonders—so after 
a while our blue-chip manufacturers could resist the temp- 
tation no longer; and when they fell, they fell hard. 

So, today we find the chains strongly intrenched—- 
carrying high-class, guaranteed merchandise—much of it 
made by the old, blue-chip manufacturers—which they are 
selling to the consumer at prices often lower than the job- 
ber and dealer can buy from the self-same manufacturers. 

Why are chains so attractive to the manufacturer ? 

It is admitted that the chain store is literally wrecking 


(Continued on page 98) 
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Alabama Dealers in Session 
















Alabama Retailers Hold Organization 
Convention at Birmingham, Ala. 


April 17-150 Dealers Attend 


HE Retail Hardware Association 

of Alabama held its organization 

convention at the Tutweiler 
Hotel, Birmingham, Ala., on April 17, 
with more than 150 dealers in at- 
tendance. Every dealer present was a 
member at the opening of the morn- 
ing session or became one before the 
day was over. C. W. Spradley, Birming- 
ham, temporary chairman was elected 
president and J. H. Crowe, Birming- 
ham, acting secretary-treasurer was 
chosen to fill that important post per- 
manently. Vice-presidents selected are 
John G. White, Uniontown; U. G. 
White. Athens, and W. A. Dozier, 


Hurtsboro. 


Twelve divisional directors were 
elected. They are Noah Walker, 
Tuscumbia: Will Wyker, Decatur; 


John H. Carter, Guntersville; T. O. 
Murray. Bessemer; A. C. Madden, 
Fayette: J. E. Wallis, Sylacauga; 
G. W. King. Alex City; F. T. Tuley, 
Prattville; J. B. Stickney, Jr., Greens- 
boro; J. C. Burns, Bay Minette; B. J. 
Watson, Atmore, and L. Ward, Opp. 
G. CC. Blackwell, vice-president, 
Moore-Handley Hardware Co., Bir- 


mingham, delivered the address of wel- 


come, assured the newly reorganized 
group of dealers that Alabama whole- 
salers would cooperate and invited the 
association to return to Birmingham 
for the next convention. To this John 
H. White, Uniontown, responded and 
expressed the belief that the new asso- 
ciation was headed for successful op- 
erations. 

Charles J. Heale, editor, HARDWARE 
Acre, New York City, was introduced 
by Mr. Blackwell to talk on the need 
of hardware dealer organization. Mr. 
Heale commented on the increasing de- 
mands being made by organized labor, 
the increasing problem of well or- 
ganized competition and the mounting 
increase in taxes. He said the individ- 
ual dealer has no time to go to Mont- 
gomery or Washington to present his 
case and that if he did have time and 
ability to do so such a procedure could 
not be as effective as the pleas of a 
well-organized State group such as pro- 
posed for Alabama dealers. Mr. Heale 
stressed the need for more selling ac- 
tivity by hardware dealers, urged con- 
centrated buying and said the outstand- 
ing need of the hardware store is more 
customer traffic. 





Ben Leader Birmingham attorney, 
outiined remedial legislation incident 
to NRA, the New Deal as a whole, 
declaring that the NRA is to business 
what the Ten Commandments are to 
life. 

Judge John D. Petree, NRA District 
Compliance Director, a former general 
store merchant, reviewed high points 
in the work of his office and hailed the 
news received that day concerning the 
10 per cent above cost NRA ruling for 
the basic retail code. He also said his 
office had the right of prosecution 
through the local U. S. Federal At- 
torney without the previous delay nec- 
essary when all appeals had to go first 
to Washington. With the help of hi- 
assistant, Judge Petree answered a 
great many code compliance questions 

The wholesale code, its relation to 
retailing problems and its outstanding 
features were outlined by A. C. Rankin, 
vice-president, Teague Hardware Co.. 
Montgomery. He stressed the efforts of 
the code committee (for wholesale 
code) to help the retailers as well as 
themselves particularly in the sale of 
industrial equipment without the sale 

(Continued on page 92) 





Left to Right—C. R. Rew, former president of the former Alabama Hardware & Implement Association; John G. White, 
Uniontown, elected vice-president of the Retail Hardware Association of Alabama, Inc.; J. H. Crowe, Birmingham, secretary- 
treasurer of new organization; C. W. Spradley, North Birmingham, president of new organization; Chas. J. Heale, editor 
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Tack head across center panel and 
drape pair of lace curtains from top 
as shown in window. 
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Swank’s, Johnstown, Pa. 
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Head to be cut from heavy card- 

board. Color face with paint. Hair, 

black. Eyelashes, black. Top of eye. 

light-blue. (Follow dotted line) nose 
and lips red. 
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Original Display 

suggestions 

made for our 
readers 


in front of your windows and 

encourage them to come in are 
here offered. Those who have made 
the Harpware AcE interchangeable 
display fixtures, using the instruc- 
tion sheet sent for the asking, 
will find these easy to install. It is 
not always the amount of work at- 
tached to the window that makes it 
a success—it is the idea behind it. 
These have ideas in them. The easy 
drawing charts for making the back- 


[es that will stop customers 
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“That Something’ 












































ground posters are almost self-ex- 
planatory. Simply scale off the size 
of your poster in accordance with 
the same number of squares and pro- 
ceed. It is like a map and is easier 
to do than many believe. 


Vv 


Divide into 3-inch squares 
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§) ‘THIS CAN HAPPEN 
TO YOU 

















The photograph of Swank’s (Johns- 
town, Pa.) window shows a prize 
winning window by Harold Reed of 
that firm’s staff. The background was 
light tan, flanked with four cor- 
rugated sheets of galvanized surface 
made half round. Figures were out- 
lined in black and painted light red. 
The lettering was cutout. The gar- 
bage can in the center was fitted into 
the background showing just half 

















This arrangement of the Hardware 
Age fixtures is used in the window 
above. 


of the can. The board along the front 
of the window was white with letters 
cut out of compo board and painted 
brilliant red. 
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They Sell 


Carloads of 
Field Seeds 


ISTINCTION of selling more 

seed than any other hard- 

ware store in the Svuuth is 
claimed by Southern Hardware 
Stores, Birmingham, Ala. The seed 
business was begun as a sideline 
back in the dark days of 1929 and 
has since increased even beyond the 
expectations of the proprietors. 
Every sale is a cash sale. 

This concern instead of handling 
small package seeds goes after the 
bulk business, buying seed by the 
carload and selling them in mea- 
sured quantities as required by cus- 
tomers. As an indication of its vol- 
ume it received more than 30 car- 
loads of seed in stock during the 
first two months of the year. In 1933 
it sold 12 carloads of soy beans, six 
carloads of onions and 12 cars of 
hairy winter vetch and Austrian 
peas. In one year it sold 40,000 Ib. 
of turnip seed—enough to plant 
quite a “passel” of turnip patches. 
Hundreds of different varieties of 
seeds are handled. 

“When the depression broke our 
volume of hardware sales began to 
show a decline as a natural conse- 
quence,” said Sam L. Houston, presi- 
dent. “So we began to look around 
for additional lines of merchandise 


60 


which we could handle on a cash 
basis that might take the place of 
the decreasing volume in hardware. 
Since we operate very largely in a 
strictly agricultural territory we 
came to the conclusion that the seed 
line offered us an opportunity, par- 
ticularly in view of the fact that 
garden seed shows the dealer a good 
margin of profit. 


Long Crop: Seasons 


“After getting into the garden seed 
line we found we also had a demand 
for the heavy field seed. Field seed 
are of course sold on a closer mar- 
gin of profit but have a much quick- 
er turnover and if properly bought 
there is no loss whatsoever. We had 
no idea at the time we began han- 
dling seed that such a volume might 
be developed as we have found. 

“There is scarcely a month in the 
year that we do not sell seed, the 
varieties of seed sold varying with 
the seasons. In our section it is pos- 
sible to have a home garden approxi- 
mately 10 months out of the year, 
there being only about two months 
of inactivity in this respect. 

“We have observed that in prac- 
tically every instance the customer 


These photos show the size of the seed shipments 

received by the Southern Hardware Stores, Birming- 

ham, Ala. Sam Houston, president, stands before a 
typical stack of field seed. 





who buys the line of hardware we 
handle at sometime during the sea- 
son is also a buyer of seed. This is 
true even with the city man who is 
either interested in a backyard gar- 
den, flowers, or a lawn. As a conse- 
quence we sell hardware customers 
seed and seed customers hardware. 
The two lines work well together, we 
find. 

“On account of the ‘live-at-home’ 
doctrine preached in season and out 
the seed business has flourished dur- 
ing the depression. We have been 
able to show an increase in volume 
every year since 1929. Beginning in 
October, 1933, our business began 
to show an increase of double what 
it was the preceding year and for 
the first quarter of 1934 we are en- 
joying the best business we ever ex- 
perienced. 

“The cotton acreage in the South 
will be decreased by 40 per cent this 
year over last year under the pro- 
gram sponsored by the federal gov- 
ernment. The farmer, however, is al- 
lowed to plant this idle land in food 
and feed crops for his own consump- 
tion and that of his livestock. That 
means an increased demand for field 
seeds of all kinds. For this and other 

(Continued on page 84) 
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The Garden Clubs 
and the Hardware Stores 


NEMPLOYMENT and shorter 

hours for both men and wo- 

men are having their effect in 
many interesting and curious ways. 
One of these developments that | 
have not seen commented upon in 
any of the magazines, is along the 
line of flower gardening. Of course, 
we have read about the increase of 
truck gardening for home consump- 
tion, but we haven't seen a single ar- 
ticle about the tremendous increase 
in flower gardening and the arrange- 
ment of shrubs, plants and lawns to 
make the surroundings of the home 
more attractive and beautiful. The 
United States is becoming a nation 
of flowers. The people of this coun- 
try are devoted to flowers. They “say 
it with flowers” on almost any occa- 
sion of joy or grief. 

[ often wonder, in my trips around 
New York, how all the flower stores 
survive. Flower stores pay rents in lo- 
cations where hardware stores could 
not exist. It cannot be all profit. 
So the total volume of flower sales 
must be large. I suppose there are 
flower trade magazines telling all 
about the volume of business in flow- 
ers, but | have never seen one. Of 
course, [ have seen flower magazines 
that come to the home telling all 
about seeds and the growing of flow- 
ers. 

It has been a peculiar habit of 
my own that when occasions have 
arisen to give flowers I almost in- 
variably select a growing plant. On 
my own place we have roses of vari- 
ous kinds, also other plants that are 
growing, each of which represents 
a certain anniversary. Now, I don’t 
claim to be a flower expert. What I 
don’t know about flowers and plants 
would fill many books, but just to- 
day I was asking at home what sort 
of plant would be nice to give for a 
certain anniversary in September. 
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The answer was cyclemon, because 
this plant is not only very beautiful, 
but it blossoms in the fall as well as 
in the spring, and it increases and 
multiplies very quickly. 

It was curious this winter, when 
the house was surrounded with snow 
drifts, to see the little snowdrops 
blossoming in the snow. All one side 
of our house, in the dead of winter, 
was fringed with these beautiful lit- 
tle flowers. Then flower bulbs of all 
kinds are funny and _ mysterious 
things. You plant them and even 
forget where they are planted, and 
then some fine day beautiful plants 
arise from the most unexpected 
places. 

But the object of this epistle is not 
to discuss flowers themselves. Our 
technical information on this subject 
is limited. What we do wish to talk 
about is the known fact that there 
has been, all over the United States, 
a great surge and renaissance in the 
growing of flowers. One of my 
friends in the hardware business, a 
member of the ancient family of Vir- 
ginia Carrolls, who conducts a hard- 
ware store in Charlottesville, Va., 
writes me to motor down to Virginia 
in May to see the old flower gardens 
when they are in full bloom. I have 
friends who, regularly, every year, 
take this motor trip. They just go 
from one garden to another. They 
tell me there are all kinds of gardens, 
but mostly old English and old Col- 
onial gardens. That southern coun- 
try, from Washington south to Flor- 
ida along the coast, every spring pas- 
sionately bursts into blossom. If I 
can get away for a little while this 
spring I am going to make this pil- 
grimage. 

But how I do wander around and 
up and down! I am using up my 
space and I haven’t said a word about 
the subject of this article. Probably 


I am attempting to write like Guy 
de Maupassant. His introductions to 
his stories, just giving the back- 
ground of the story, were usually 
three-quarters of the story, and his 
descriptions were probably the most 
interesting part of all he wrote. His 
object, of course, was, first, to put 
his reader right into the picture, and 
after that the story flowed smoothly 
along. It is well to remember that 
Guy de Maupassant studied writing 
under that master writer Flaubert, 
and Flaubert made de Maupassant 
write six years, constantly, before he 
would allow him to publish anything. 
If you are a flower lover, possibly 
even my halting method of starting 
this article may have thrilled you 
with the anticipation of what is about 
to follow on this delightful subject. 
Every year, in New York City, at 
Grand Central Palace, there is held 
a flower show. These shows are on 
such a large scale that entire gardens 
are transplanted to the Palace. This 
year the flower show itself was great- 
er than ever before, and the atten- 
dance was beyond all belief. All 
kinds of people attended. Flower 
lovers are not peculiar to one class 
of people. Rich and poor, great and 
unknown, rubbed elbows at this show, 
studying and enjoying this great ex- 
hibition of flowers. I don’t know the 
figures exactly, but I believe some 
75,000 people attended the show. 
There are garden clubs all over 
the United States. These clubs are 
affiliated with a national organization 
called the National Council of State 
Garden Club Federations, whose 
president is Mrs. F. Joel Swift, 
LL.M., Grand View-on-Hudson, Ny- 
ack, N. Y. We wrote to Mrs. Swift 
for information about these clubs, 
trying to get the figures in regard to 
the membership and, if possible, the 
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location of the clubs. Here is her 


reply: 

“Your letter of April 16th has just 
reached me. You say that you would 
like to know the number of garden 
clubs in existence at the present time. 
and I am sorry that I cannot tell you. 
The National Council embraces thirty 
states, and our last census showed 
1530 garden clubs in those states. The 
garden club movement is spreading 
like wild fire, and I am sure that our 
next census, due in June, 1934, will 
show a large increase in numbers. 
There are also many garden clubs, 
which are not “federated,” for which 
reason there are no statistics (to my 
knowledge) which would show the 
exact number of garden clubs at the 
present time.” 

Now, garden clubs cannot exist 
without gardens, and gardens cannot 
exist without gardeners, and garden- 
ers cannot exist without tools. So 
here we come to the practical point 
There has been, this 
spring, an immense demand for all 


of our story. 


kinds and sorts of garden tools. As 
a hardware man, either a manufac- 
turer, jobber or retailer, what are 
you doing about it? Just think of 
the tools that one must have to use 
even in a small garden. Shovels, 
spades, chalk lines, steel and wooden 
rakes, weeders, dandelion extractors, 
hedge garden 
heavy gardener’s pocket knives for 
general use, pruning knives, pruning 
saws, pruning shears, rose shears, 
rubber hose, nozzles, sprayers, wire 
netting, twine, wheelbar- 
rows, lawn mowers, grass clippers, 
and a host of other things. Of 
course, no one manufacturer makes 
this entire line, so there is a splendid 
opportunity for an enterprising job- 
ber to get out a pamphlet illustrating 
garden tools, to be circulated to con- 
sumers, especially to garden clubs, 
through the retail dealers. In these 
pamphlets the retail dealer should 
have a place on the cover on which 


trimmers, trowels, 


bagging, 


to print his name and address, and 
any special message he would care to 
send to his customers on this subject. 
When there is a flower show in town 
the hardware retailer should tie up 
his show window with the show, with 
a complete display of garden tools. 
If possible, he should cooperate with 
the local flower stores, as naturally 
all of the florists are interested. 
Then, of course, there is the sale 
of seeds. Almost all hardware stores 
carry. seeds. A separate sheet tell- 
ing all about seeds could be mailed 
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with the pamphlet on tools. Then, 
when the flower show is over, the 
hardware man might be able to ob- 
tain some of the prize-winning plants 
and flowers and put them in his win- 
dow on exhibition along with the 
garden tools. This could also be 
featured in his local advertising. 

The hardware jobbers should also 
have prepared appropriate electro- 
types for local newspaper advertising 
that could be given away with orders, 
or sold to retail dealers. Some of the 
seasons for the sale of tools are very 
short, but flower growing and garden- 
ing last practically all summer, up 
until frost, so it is a very long season 
and the cultivation of this class of 
business should bring very satisfac- 
tory results. 

Where there is no garden club in 
your community, why shouldn't the 
hardware man start the wheels mov- 
ing to organize one? In every town 
there is some woman who is an ex- 
pert gardener. This woman, with a 
little encouragement, would start a 
garden club. For full details of just 
what should be done, you could write 
to Mrs. F. Joel Swift, president of 
the National Council of State Garden 


Clubs Federation; address given 
above. Mrs. Swift, no doubt, would 


be very glad to help out with printed 
matter and advice. 

I have always believed that in any 
business, if you take care of the lit- 
tle things, the big things will usually 
take care of themselves. Time after 
time, in buying tools at a retail hard- 
ware store, | have been surprised at 
the fact that nothing was said about 
the care of these tools. Flowers grow 
better in a damp climate near the 
seashore, but this salt air is just the 
worst possible thing for polished 
tools. Therefore, a protective oil 
should be used liberally to protect 
these tools not only while they are in 
use, but especially when they are 
put away. Almost every hardware 
store carries oil for the protection of 
tools, guns, and also for lubricating 
sewing machines and the many other 
mechanical devices that are now used 
in the modern home. But it is sur- 
prising that retail dealers, after they 
have made a sale of tools, seem to 
forget to say anything about the very 
profitable item of oil. 

In these days, when so many men 
are out of work, it would also be a 
good idea for the hardware retailer 
to have a list of available men who 
could act as gardeners and handy 


men. Even when the housewife o1 
the houseowner do their own gar 
dening, there are times when they 
need a certain amount of help. | 
have always believed that the hard- 
ware store should be the place where 
you could apply for the services of 
a handy man to do all kinds of jobs 
around a house and garden. There 
are handy men of this type in almost 
every town and village. But the 
trouble is to find them and arrange 
for their services when you need 
them. This is a service that the hard- 
ware man should render, because, of 
course, the handy man around the 
place will soon find that a lot of 
tools are needed. It would not be 
a bad idea for the retail hardware 
man to put a few lines in his local 
advertisements to the effect that he 
would be glad to recommend certain 
handy men upon application. 

The great problem of the local 
hardware store, especially in the vi- 
cinity of a large city, is how to hold 
the business of his own town. In other 
words, to break the commuter’s habit 
of buying in the city before he goes 
home. Of course, the best way to do 
this is first to convince the home 
people that they can buy at just as 
low prices at home as they can in the 
city, and then to keep in close per- 
sonal touch with the home people by 
offering various kinds of service. 
What surprises me the most is that 
the local hardware dealers use so few 
circulars calling the attention of their 
townspeople to seasonable goods. A 
good many of our well-to-do people 
have forgotten the ancient art of 
walking. They now drive around in 
their cars. As a result, show windows 
have lost a good deal of their selling 
power with this class of trade. | 
mean by this that men and women 
are not walking up and down the 
streets show-window shopping as 
much as they formerly did. The au- 
tomobile has stopped this. It there- 
fore seems to me that it is more nec- 
essary to go to the home with pam- 
phlets and circulars. Of course, you 
may say that you advertise in your 
local paper. That is all right, too. 
It keeps your name before the local 
public, but you can’t do very much 
selling with an advertisement unless 
you take a lot of space, and, of 
course, this space is expensive. Af- 
ter all, it seems to me a simple but 
carefully prepared pamphlet is more 
effective in conveying the retail deal- 

(Continued on page 84) 
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Wholesale Hardware Executives at their Code Hearing 





Definitions, Representation and Datings 
Vital Points in Wholesale Code Hearing 


Report of the Public Hearing on the Supplemental Wholesale Hardware Code 
Raleigh Hotel, Washington, April 19, 1934 


ARKED differences of opin- 
ion came to light during the 
public hearing on the sup- 


plemental wholesale hardware code. 
Practically every phase of this 
proposed code precipitated active 
controversy, some of which was difhi- 
cult to compromise. As reported in 
the April 26, 1934, issue of Harp- 
WARE AGE, about 50 wholesale hard- 
ware executives attended the public 
hearing at the Raleigh Hotel, Wash- 
ington, D. C., Thursday, April 19, 
and strove to build an effective, equi- 
table code. Difficulties arising over 
the provisions on definitions, geo- 
graphical code authority representa- 
tion and method for selecting such 
representatives were settled during 
the post-hearing session, but the 
trade practice provisions, particu- 
larly relating to long-term datings, 
were not solved at the close of the 
sessions. The problem of overlap- 
ping codes will be referred to a com- 
mittee for study, as the “kindred 
lines” included in this proposed code 
conflict with the supplemental code 
plans of other wholesale groups and 
vice versa. Deputy NRA Adminis- 
trator Kenneth Dameron opened the 
hearing and turned it over to Assis- 
tant NRA Deputy R. S. Alexander, 


who presided over the morning, after- 
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noon and evening sessions. The 
public hearing was completed before 
noon and the afternoon and evening 
were free for the post-hearing con- 
ferences. 


Labor Provisions 


It had been assumed that the labor 
provisions of the basic wholesale 
code (approved by the President, 
Jan. 12, 1934) would maintain in 
the supplemental code without any 
question. These call for $14-$15 
minimum wages and basic 40 hours 
for the maximum working week. But 
Elden R. Carl, labor adviser, several 
times injected into the discussion a 
plea (almost a demand) for further 
wage advances and shorter hours in 
the wholesale hardware business. 
Each time, George A. Fernley, secre- 
tary-treasurer, National Wholesale 
Hardware Association, protested, 
stating that hardware wholesalers 
had agreed to the basic wholesale 
code with the understanding that the 
labor provisions for wholesalers had 
been definitely settled and that any 
supplemental code would be written 
on the same wages and hours basis 
as the basic code. In this view 
Mr. Fernley had the unquestioned 
support of all wholesalers present. 


This particu‘ar subject led to a pro- 
longed verbal tilt between Mr. Fern- 
ley and Mr. Carl during the evening 
session. As the matter stands on 
the record, the wholesalers refuse to 
reopen the hours and wages question 
and the labor adviser refuses to con- 
sider the matter settled. 

Mr. Carl continually called for 
figures showing reemployment 
among wholesale hardware firms 
and data comparing present and pre- 
NRA wages, hours and employment. 
Mr. Fernley said such data had been 
properly filed with NRA. Earlier 
in the day it was stated that the basic 
wholesale code has increased em- 
ployment in the wholesale hardware 
field from 15 per cent to 20 per cent, 
and that there has been a somewhat 
larger increase in wages. These fig- 
ures were presented by C. J. Whip- 
ple, president, Hibbard, Spencer, 
Bartlett & Co., Chicago, and presi- 
dent of the N.W.H.A., who also stated 
that this association’s membership 
represented an annual sales volume 
of more than $500,000,000 and em- 
ploys more than 30,000 people. 

The definition of a wholesaler, 
within the scope of this proposed 
code, brought out the first contest. 
The defining phrase, “but which does 

(Continued on page 92) 
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ADVANCES BECOMING EFFECTIVE 


Iee Skate Outfits 
Rubber-Covered Wire 


Asphalt Roll Roofings 
Kelvinator Electric Re- 


frigerators Linseed Oil 
Steel Butts, Strap and T Agricultural Wrenches 
Hinges Crude Rubber Ma 
Frigidaire Electric Refrig- Pipe Wrenches y 
erators Rubber Heels and Soles 


Lead Shot 
Star Heel Plates 
Soldering Coppers 


Some Types of Paper Bags 
Mouse and Rat Traps 
BX Flexible Armored 


Cable Cattle Dehorners 


Floor, Window and Counter Brushes 


DECLINES BECOMING EFFECTIVE 
Shellac 
Galvanized Clathes Line Wire 
ADVANCES ANTICIPATED 


Bolts and Nuts Roller Skates 
Wheelbarrows Window Glass 


Turpentine 


(See report below for full particulars.) 


Asphalt roll roofings have taken 
their second recent advance, effective 
May 1, when smooth surfaced roofings 
were raised about 5 per cent, and slate- 
surfaced items, including diamond 
point, about 7 per cent. 

* * * 


Kelvinator Corporation has in- 
creased prices on their refrigerators, 
the rise ranging from $9.25 on the lower 
priced models to $21.50 on the medium 
priced. The DeLuxe refrigerators re- 
main unchanged. Increases of $6 to 
$13.50 have been made by the Frigi- 
daire Corporation. Other companies are 
understood to be contemplating ad- 
vances. 

* * * 

Rifle manufacturers, finding the 
outlet for .22 caliber bolt action rifles 
larger than expected, are making ag- 
gressive moves for this business. Sharp 
declines in the prices of practically all 
makes of bolt action .22 caliber arms 
were recently made. The Winchester 
model 60, in the above class, formerly 
was supplied with a 24 in. barrel. When 
Winchester released their 1934 prices, 
they stated that the model 60 would be 
furnished with a 27 in. barrel, although 
the price was reduced to $5.50 retail 
A Winchester announcement, dated 
April 17, indicates that the model 60 
is to be supplanted by a new model 67, 
to retail for $5.95. The model 67 really 
is an improved model 60, and is ex- 
pected to be in jobbers’ stocks about 


June 1. 
* * * 


Crude rubber prices rose sharply 
last week, as a result of announcement 
from London of the signing of an agree- 
ment by major producers to cut down 
output. Quotations reached the highest 
levels in four years. Action of the 
NRA in éstablishing minimum selling 
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prices for tires was hailed as an im: 
portant aid to the rubber industry. The 
retail tire and battery code, expected to 
be effective soon, is sure to be well re- 
ceived by the entire industry, according 
to executives familiar with its provi- 
sions. 
* % * 


Steel butts, strap and T hinges 
have been raised in price about 20 per 
cent effective May 1. Many jobbers and 
dealers have taken advantage of a re- 
cent factory price war on plated steel 
butts, and have ordered so heavily that 
makers are well loaded with presum- 
ably unprofitable business. Actual con- 
sumer demand for butts, as for other 
builders’ hardware, has been light. 

* * * 


One leading manufacturer has 
withdrawn all prices on collars and har- 
ness, without, however, definitely an- 
nouncing new quotations up to this writ- 
ing. 

* * * 


While bolt and nut prices have 
not been changed “officially” for several 
months by the more important manufac- 
turers, concessions have been appearing 
where large jobber orders were _ in- 
volved. Low prices to retailers have re- 
sulted in some sections, and there has 
been very liberal buying. All sellers 
feel certain that the expected approval 
of the pending bolt code will quickly 
steady the market, and may bring about 
a sharp advance. 

* * * 


On brooms and brushes, the 
household brush division of the Ameri- 
can Brush Manufacturers’ Association 
announced revised prices in effect May 
1. Floor, window and counter brushes, 
in which the hardware trade is especial- 
ly interested, were advanced from 4 to 





HOW'S the 


12 per cent. Inasmuch as the manufac- 
turers have accepted orders up to April 
30 at old prices, it may be some time 
before this advance is felt by the con- 


sumer. 
* * * 


Wholesalers have received notice 
of a 5 per cent increase in cost on some 
types of paper bags, and other styles 
will probably follow. 

* * * 

Wheelbarrow makers are expect- 
ing that recent increases in cost of steel 
and of labor will affect their price 
schedules in the near future. Jobbers 
have been advised to keep full stocks, 
and some of them are urging their deal- 
ers to order promptly. 


* * * 


Ice skate outfits have been raised 
about 10 per cent, with a similar ad- 
vance on regular flat steel clamp skates. 
Orders are being accepted by jobbers 
for fall shipment, based on the new 
schedules. Current sales on _ roller 
skates are reported the best for many 
seasons. Prices are still low, and are 
said to be sure of a substantial mark- 
up about July, when next season’s an- 
nouncements are expected. Golf goods 
are not only selling actively, but with 
prices on a more satisfactory basis than 
last season, as distress merchandise 
stocks have seemingly disappeared. 


* * * 


Linseed oil advanced 1¥%c. per 
gal. on April 27. Turpentine declined 
2c. on April 19, and dropped another 
cent on April 27. Shellac prices were 
lowered April 19, 15c. per gal. The 
shortage of flaxseed and the increased 
consumption of paint this season are 
threatening further increases in linseed: 
oil prices, and perhaps a further ad- 
vance on paint. Leading manufacturers 
are advising customers to purchase now. 
A mark-up on window glass is still 
definitely expected, but has been await- 
ing acceptance of the code. 


* * * 


Agricultural wrenches have ad- 
vanced about 10 per cent, following the 
signing of the wrench code. Inexpen- 
sive pipe wrenches have been raised 
about 5 per cent, and the principal 
higher priced wrenches up to about 10 
per cent. 
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Mouse and rat trap prices were 
raised, effective April 20, by the Ani- 
mal Trap Company of America. The 
changes varied on different styles from 
6 to nearly 15 per cent. Orders are 
being accepted now at the new prices, 
on fall terms. 

x * * 

Rubber heels and soles have 
been sharply advanced—about 25 per 
cent—by one manufacturer. Star heel 
plates were marked up about 10 per 
cent late last month. 

* * * 

Lead shot was advanced slightl; 
on April 11 by National Lead Company, 
to the extent of 5c. per 25 Ib. 
bag on drop shot, and 5c. per case on 
air-rifle shot. There had been no pre- 
ceding change since Dec. 1. Soldering 
coppers were recently advanced °4c. per 
lb. by some sellers. 

* *% * 

Effective May 1, BX flexible 
armored cable increased in price $2 per 
1000 ft. on No. 14 two-wire size, and 10 
per cent on the larger sizes. Rubber- 
covered wire advanced 21% per cent on 
the same date. 

x & 


On cattle dehorners, Leavitt Mfg. 
Co. has advanced prices approximately 
10 per cent, affecting Nos. 1 and 2 New- 
ton & McGee and Nos. 1 and 2 Leavitt. 

x * & 

Galvanized wire clothes lines 
were repriced, effective April 24, with 
some very slight declines, perhaps 2 to 
3 per cent, in the prices to jobbers on 
six and four strand twisted, on hollow 
cable, and on No. 9 solid lines. Prices 
are quoted f.o.b. Chicago and Cleve- 
land, and subject to the steel code cash 
discount of 4% of 1 per cent 10 days. 


* * * 


April hardware sales maintained 
good gains over 1933, but with a more 
moderate percentage of increase than 
during any month of the first quarter. 
This trend was expected, for the com- 
parable months of 1933 began showing 
their upturn in April. Retailers in 
many localities have found their selling 
handicapped by unfavorable weather, 
which delayed the movement of farm 
and garden tools, paints, and similar 
staples. The wholesale trade has turned 
quieter, despite a fair volume of fill-in 
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orders and a still satisfactory total of 
future sales. Hardware, leather goods, 
summer furniture, and electrical sup- 
plies are mentioned by the important 
trade reviews as merchandise lines 
which have recently made the best 
showings. 


Consumer price resistance is be- 
coming noticeable to the retailers on 
lines which have shown the sharpest 
rise in cost. Perhaps the caution is 
again needed, which President Roose- 
velt sounded at the initiation of NRA 
that prices be raised only enough to 
cover actual increases in cost under the 
new program—with due regard to the 
economies of enlarged demand and 
production. 


Despite the continued well-being 
of the agricultural population, the pic- 
ture in those areas has been somewhat 
changed in the last few weeks by the 
sharp price decines in wheat and other 
grains and in cotton. The index of 
prices received by farmers declined two 
points during the month ending April 
15, while there was no drop in the in- 
dex of prices they were having to pay 
for supplies. 
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The percentage gains in net 
wholesale hardware sales by Federal 
Reserve districts for the first quarter of 
1934 as compared to the like period of 
1933 are shown by the following figures 
computed by Harpware Ace: New 
York, 22.7; Philadelphia, 36.0; Cleve- 
land, 60.1; Richmond, 68.2; Atlanta. 
61.3; Kansas City, 62.0; Chicago, 82.9: 
St. Louis, 51.0; Minneapolis, 80.0; Dal- 
las, 69.8, and San Francisco, 61.4. 

¥ & & 

Steel mills are heavily booked 
with orders on contracts taken before 
the recent advances were effective. On 
April 30, mills were operating at a rate 
of about 55.7 per cent of capacity, not 
far from the peak of last July. Some 
plants question their ability to com- 
plete deliveries by June 30, which is 
the final date shipments are permissible 
at old costs. New building operations, 
while improved, are far below normal 
and railroad buying is very conserva- 
tive, so steel and other heavy industries 
are mainly dependent upon the con- 
tinued high rate of automobile output, 
in conjunction with good orders from 
miscellaneous users. 

% % % 

Despite the general price in- 

creases on steel products last month, 


(Continued on page 92) 
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HARDWARE BOOSTERS 
HEAR NRA SPEAKER 


Byrnes MacDonald, represent- | 
ing Nathan Straus, Jr., State Ad- | 
dis- 


ministrator of the NRA, 
cussed the present workings of 
the NRA at the April 28 meet- 
ing of the Hardware Boosters at 
the Hardware Club, 253 Broad- 
way. New York City. It is betier 
to speak of adjustment than en 

forcement when discussing NRA, 
said Mr. MacDonald. who stated 
that more than three million peo- 
ple had been given employment 

in the basic industries as a re- 
sult of NRA. He told of the 
workings of the local code au- 
thorities. Price fixing is, he de- 
clared, attempting to arrive at a 

price below which profit cannot 

be made. “Unfair trade prac- 

tice” provisions of NRA are “in- 

stilling a conscience in industry,” 
he stated. 

President E. R. Sandiford, 
Harpware Acer, presided at the | 
meeting and appointed Roy 
Schmidt, Stanley Works, to suc- 
Charles Pincus. Stanley 
Works, who resigned as chair- | 
man of the entertainment 
mittee. The organization decided 
to investigate the cost of obtain- 
ing an official monogram pin for 
members. There was a 
sion on the feasibility of print- 
ting Booster advertising cards 
for display where manufacturers 
and wholesalers’ salesmen might 


ceed 


com- 


discus- 


see them. 


FORM ASSOCIATION FOR 
RETAIL STORE BUYERS 


The National Retail Buyers As- 
sociation with headquarters at 
the Hotel Governor Clinton, 7th 
Ave. and 31st St., New York City. 
seeks members among buyers and 
assistant buyers in hardware, de- 
partment and specialty stores. 
Myron Levine is secretary of the 
association, Julius T. Perlmutter 
is managing director, and Morris 
B. Matzkin is general counsel to 
the association. 

The association plans to issue 
a monthly bulletin, inform mem- 
bers of anticipated personnel 
changes, permit use of its offices 
for a mailing address and as a 
meeting place for interviews, etc., 
and to render limited free legal | 
advice in connection with con.- | 
tracts between employees and em- | 
ployers. The annual dues are $5 | 
a year. 


66 





EAGLE HARDWARE NIGHT AT NELA PARK 


The April 5, 
the Eagle Hardware Stores, 
Cleveland, Ohio, was held at Nela 
Park, Ohio, where 230 dealers 
and their ladies were the guests 
of the Incandescent Lamp De- 
partment of the General Electric 
Co. 
included: lighting and light lec- 
tures in the auditorium where 
this picture was taken; inspec- 
tion tour of the General Electric 
Lighting Institute by groups; 
window display demonstration 
showing comparative effects of 
different light intensities; en- 
tertainment features as used in 
the 1933 Century of Progress and 
refreshments at the close of the 
meeting. For the window dis- 


play lighting demonstration a 


1934, meeting of , 


A full evening’s program 


special hardware spring goods 


display was arranged, using regu- | 


lar hardware merchandise lo:ned 
for the occasion by The Geo. 
Worthington Co.. Cleveland, 
Ohio, wholesalers. The merchan- 


dise was selected to tie in with | 


Eagle cooperative newspaper ad- 
vertising to be published ten days 


later. The Eagle group with 
ne:rly 100 members uses large 
newspaper advertising space 


every Wednesday in the Cleve- 
land Press. 

R. D. Payne of the Buckeye 
Sales Division completed the ar- 
rangements and was, in a sense, 
the official host, as he is per- 
sonally known to the Eagle deal- 
ers and was responsible for the 
large gathering. L. 


C. Kent, di- | 


rector of the Institute. 
brief historical sketch of lights 
and lighting; Chas. B. Gray. 
manager, Buckeye Division, wel- 
comed the dealers to Nela Park, 
and F. B. Lee, engineering de- 
partment, gave the House of 
Magic demonstration. A home 
lighting skit was presented by 
Misses King and Hickok of the 
Institute staff. 

J. C. Blaser, president of the 
Eagle Hardware Stores, made a 
brief response to the welcome of 
Mr. Gray, and Chas. J. He:le. 
editor, Harpware Acre, New 
York City, spoke briefly on the 
value of better lights for more 
sales. Mr. Heale also stressed 
the importance of selling higher 
units merchandise. 


gave a 





NEW BLUE EAGLE FOR 

INDIVIDUAL TRADES 
Individualized to distinguish 
employers operating under 
proved codes, NRA’S Blue Eagle 


is appearing with a new signifi- 


cance. Hereafter the eagle, its 
familiar legend “We Do Our 


Part” replaced by the single word 
“Code” will “identify the employ- 
er who did his part” and who 
now, under an approved code, is 
cooperating with others in his 
trade or industry, “to complete 
the work of recovery.” Beneath 
the word “Code” will appear the 
name of the trade or industry to 


ap- | 


which the employer belongs and | 


his individual registration num- 
ber. Illustrated is a retail trade 
eagle. 

For those employers not yet 
under codes an executive order 
signed April 19 will permit their 
continued use of the standard 
eagle as a sign of acceptance of 
the President’s offer to extend his 
reemployment agreement with 








Pacers oF iat meme SNES EET ROT POs Bae 


them until their codes have been 
approved. 

The new eagle was announced 
in the Administrator’s letter to 
employers with which was en- 
closed a simple application card, 
addressed for return to State 
NRA Compliance Directors and 


an instruction sheet outlining the | 


procedure to obtain the individu- 
al eagle. 


OHIO GROUP HEARS 
EAGLE STORES HEAD 


Members of the Ohio Hard- 
ware Association, Group 23, held 
their quarterly meeting and din- 
ner at the Highland Hotel, Char- 
don, Ohio, electing Forrest Irwin. 
Garrettsville, president, and H. 
W. Wilcox and W. Farmington 
were named secretary and trea- 
surer. 

J. C. Blaser, head of the Eagle 
Hardware Stores, Cleveland 
Ohio, discussed the operation of 
that group. The association de- 
cided upon hearing his speech to 
appoint a committee to study that 
plan. 

Retiring president L. S. Carl- 
ton, Mentor, and Sam Barker. 
Chardon, were in charge of the 
meeting. Virgil Hammond sang 
and played the harmonica, piano 
solos were rendered by Paul E. 
Denton, and Lana Stantaon gave 
two readings. 

The July meeting will be held 


| at the store of Mr. Carlton. 
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THE TRADE 





Executive Changes, Meet- 


ings, 


Current Events in 


the Hardware Trade 
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NRA ISSUES INTERFRETATION AFFECTING STORES 
ADVERTISING “GOING-OUT-OF-BUSINESS” SALES | 


Merchants who 
“Going-Out-of-Business 


” 


sale and 


advertise a | 


then add to the stock on hand | 


newly acquired merchandise will 
be regarded in the future as vio- 
lators of the code 
petition for the retail trade. This 
is the effect of an interpretation 
made by Dr. Kenneth Dameron, 
deputy administrator of the Na- 
tional Recovery Administration, 
and approved by H. O. King, 
division administrator. 

The decision followed the re- 
ceipt of reports that there are re- 
tailers who have not been content 
to dispose of merchandise on 
hand at emergency sales but have 
taken advantage of them to in- 
crease their profits by the offer- 
ing of newly acquired stock. 

The code for the retail trade 





SHAEFFER CATCHES 500 LB. SAND SHARK 


Charles B. Shaeffer caught this 
500 Ib. sand shark which mea- 
sured 10 ft. 6 inches in length 
while on a three months vaca- 
tion at Pass-a-Grille, Fla. It took 
Mr. Shaeffer thirty minutes to 
wear the shark out and nine peo- 


ple assisted him in lifting the fish | Pects to reenter 
He used 300 feet | business although he has not an- 


of No. 6 sash cord and 20 feet | nounced definite plans for the 


onto the dock. 


of % inch sash cord—the latter 





JAR RING MAKER HAS NEW SALES GUARANTEE 


Jenkins Bros., Bridgeport, 
Conn., manufacturers of jar rings 
have announced a new double 
guarantee on the Blue Target 
line. Dealers having any of these 
rings unsold at the end of the 
canning season in their territory 
may return them to their whole- 
salers for a full refund. Whole- 
salers having any rings left over 
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of fair com- | 





| wide. 





contains the standard provision 
on “Advertising and _ Selling 
Methods” in which it is stated 
that “no retailer shall use adver- 
tising and/or selling methods 
which tend to mislead or deceive 
the customer.” The interpreta- 
tion is that “it shall be consid- 
ered as false, inaccurate and mis- 
leading advertising and a viola- 
tion of the code for any retailer 
to advertise a sale as a closing- 
out sale, a going-out-of-business 
sale, a bankrupt and/or receivers’ 
sale or any sale of a like nature 
without disclosing, if such be the 
fact, that additional merchandise, 
except such as may be in transit, 
on order, or under firm contract, 
is added to the stock of merchan- 
dise on hand at the beginning of 
such sale.” 








~ BEACH; hoo» 
ia 


for a The hook 


was one foot long and four inches 


leader. used 


Mr. Shaeffer, who was former- 
ly president of the Bunting Hard- 
Kansas City, Mo., ex 
the hardware 


ware Co., 


future. 


at the end of the season in their 
territory will be given full re- 
fund by the manufacturer. 

To consumers proving spoilage 
of contents of jars sealed with 
Blue Target rings due to 
seal the manufacturer will give 
the cost of the contents so dam- 
aged up to 15 cents per jar. This 
guarantee is inserted in each box. 


poor 





Blue Target rings have a sug- 
gested retail selling price of 10c. 
each or three for 25c. They are 
packed twelve in a box. Each 
ring has the Blue Target trade 
mark on it. Four color full page 
consumer advertising has been 
scheduled to support the com- 
pany’s merchandising plan, with 
a broad schedule of insertions of 
smaller space to appear in wo- 
men’s magazines and _ national 
farm papers. Jenkins Bros. rep- 
resentatives will make proposals 
to the wholesale trade on or 


about May 15. 





H. B. SAVAGE, MEMBER, 
SMALL ARMS AUTHORITY 
(From Our rere Bureau) 


General Hugh S. Johnson has 
appointed H. B. Sevens, of New 
York City to be administration 
member of the code authority for 
the small arms and ammunition 
manufacturing industry. Mr. 
Savage was head of the Ashland 
Brick Co., Ashland, Ky., from 
1897 to 1914 at which time he be- 
came vice-president of the Amer- 
ican Arch Co., New York. In 
1928 he became president of the 
Combustion Engineering Corpn., 





and its 11 associated companies. 
He was also organizer and first 
president of the Refractories 
Manufacturers’ Association. 


| 


SKILSAW, INC., MAKES , 

PERSONNEL CHANGES 

Skilsaw, Inc., Chicago, has 
made several personnel changes. 
G. P. Wright, former Los Angeles 
branch manager is now eastern 
zone manager, his territory being 
east of Pittsburgh. A. R. Wil- 
liams, Los Angeles has been ap- 
pointed manager of the branch 
in that city. John Carlsen, 
formerly salesman in Chicago, is 
now branch manager of the new 
Philadelphia office. L. A. Parker 
has taken over Mr. Carlsen’s work 
in Chicago. G. M. Goff has been 
appointed manager of the north- 
west territory and will be as- 


sisted by W. A. Smith. Mr. Goff 
will work from his home in 
Chehalis, Wash., and Mr. Smith 


will make his headquarters in 
Portland, Ore. 

Frank M. Goodman has joined 
the organization and will work 
out of the Pittsburgh office. 





| mittee and A. Wise, 


AMERICAN TOY FAIR 
WAS WELL ATTENDED 
The 1934 annual American Toy 
Fair sponsored by the Toy Manu- 
facturers of the U. S. A., Inc., 
held at the Hotel McAlpin, New 
York City, from April 9 to 28, 
was one of the most successful 
shows held by that organization. 
There were one hundred fifty 
exhibitors at the McAlpin as well 
as exhibits at permanent show- 
rooms. Officials of the associa- 
tion estimate that there was a 
buyers -attendance of approxi- 
mately 1200. 

The chief social event was the 
Toy Knights dinner dance held 
at the McAlpin on April 18 when 


four hundred members and 
guests, including 150 buyers, 


were present. L. A. Carll, Kings- 


bury Mfg. Co., Keene, N. H., 
president of the Knights, wel- 
comed the guests. Jarvis P. 


Smith, Lionel Corp., chairman of 
the entertainment committee, was 


| master of ceremonies. H. Lee 


Treadwell, Toy World, affiliated 
with Harpware AGE, was chair- 
man of the ticket and publicity 
committee. 

A vaudeville 
14 acts was 
dinner. 


entertainment of 
presented at the 


WESTCHESTER ASSN. 

NAMES COMMITTEES 
Members of the Westchester 
County Hardware Dealers Asso- 
ciation met April 26 at the Roger 


| Smith Hotel, White Plains, N. Y., 


with President Charles Prescott 
in charge. Mr. Prescott named 
W. L. Vetter, New Rochelle, 
chairman of the program com- 
Pelham, 
chairman of the membership 
committee. Harry Hoblin, Bronx- 
ville, and D. D. Mercer, Fowler 
& Sellers Co., White Plains, were 


named chairmen of the dinner 
and grievance committees respec- 
tively. 

A general discussion of busi- 
ness conditions, codes,  etc., 
followed the regular business 
routine. 


MOVE EXPORT DEPT. OF 
HANDLE MANUFACTURER 


Turner, Day & Woolworth Han- 
dle Co., Inc., Louisville, Ky., has 
announced that its export depart- 
ment is now located in the Postal 
Telegraph Building, 253 Broad- 
way, New York City. 
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HIBBEN IN EUROPE TO 
LECTURE ON LIGHTING 


Samuel G. Hibben, director of 
lighting, Westinghouse Lamp Co., 
Bloomfield, N. J., sailed recently 
to lecture in England and sub- 
sequently make an extended tour 
of the Continent to study Euro- 
pean lighting progress. At the in- 
vitation of British scientists who 
expressed the desire for a review 
of recent lighting progress in the 


United States, Mr. Hibben ad- | 





8. G. HIBBEN 


dressed the Illum¢nating Engi- 
neering Society of England at its 
annual meeting in the Lecture 
Theatre of the Institution of Me- 
chanical Engineers, St. James 
Park, London, May 8. He spoke 


| ministrator L. S. 


Concurrently with the Philadel- 
phia show the Electrical Associa- 
tion, in conjunction with 18 
dealer members in Chester, Pa., 
conducted a similar display in 
that city, which was highly suc- 
cessful, being attended by more 
than 13.000 persons. 


HOLD ALUMINUM COOKING 
UTENSIL CODE HEARING 
(From Our Washington Bureau) 

The code for the aluminum 
cooking utensils manufacturing 
industry was presented at a hear- 
ing on April 25 to Deputy Ad- 
Horner by the 


| Aluminum Wares Association of 


| Pittsburgh. 


as official representative of the | 


Illuminating Engineering Society 
of America, covering such topics 
as the lighting of “A Century of 
Progress,” the bactericidal effects 
of ultra-violet and the descrip- 
tion of several peculiar Mazda 
lamps which have not heretofore 
been manufactured abroad. 


While in Europe, he will make | 


of 


sodium and mercury vapor lamp 


an extended inspection 


installations in England, Ger- 
many, Belgium, Holland and 
France. He will also accumulate 


performance and cost data on in- 
dustrial and commercial installa- 
tions abroad in preparation for a 
summary of European practice 
and economics scheduled for the 
next convention of the American 
Illuminating Engineering Society 
in Baltimore. 


PHILADELPHIA HOLDS 
REFRIGERATION SHOW 


Philadelphia’s Sixth Annual 
Electric Refrigeration Show, held 
recently, was sponsored by The 
Electrical Association of Phil- 
adelphia and occupied two dis- 
play floors in the Edison Bldg. 
More than 36,000 people attended 
the show in which 13 distributors 
were active. Thirteen nationally 
known lines of electric refrigera- 
tors were shown. 
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It was presented as 
a supplement to the basic code 
for the fabricated metal products 
manufacturing and metal finisl- 
ing and metal coating industry. 
As in the case of all supplemen- 
tary codes under this industrial 
division, the wage, hour and labor 
provisions of the basic code were 
adopted. 

The code provides that the 
code committee of the industry 
shall function as the supplemen- 
tary code authority for not more 
than 60 days following its ef- 
fective date, during which time a 
permanent authority shall be 


elected, consisting of 11 mem- 


bers. One of these is to be 
elected by a majority vote of the 
entire industry, one by a majority 
of the members of the Aluminum 
Wares Association and the re- 
maining nine by a weighted vote 
of the association. 

The code authority is charged 
with the duty of providing a satis- 
factory uniform cost accounting 
system, open price lists are re- 
quired to be filed. and _ selling 
below cost is prohibited. Mem- 
bers of the code committee who 
presented the code were W. C. 
White, Aluminum Cooking Uten- 
sil Co., New Kensington, Pa.: 
A. J. Vits, Aluminum Goods Mfg. 
Co., Manitowoc, Wis., and B. C. 
Zeigler, West Bend 
Co., West Bend, Wis. 





“Power House.” 
received the next eight prizes, 
according to the merits of their 
letter, as determined by the 
judges. 

All awards in connection with 
the contest were given in the 
form of silver dollars “to tie in 
with the Burgess Silver Dollar 
Pay Roll” as told about in the 
Feb. 1 issue of HARDWARE AGE. 
In addition to the 15 prizes of 
silver dollars a Burgess Snaplite 
was given each person sending in 
a name. There were more than 
1500 names received. 

The new battery is a 400-hour 
“A” type developed especially 
for 2-volt operated radio sets. 


PRENTISS RESIGNS 
FROM VAN CAMP HDW. 


C. J. Prentiss has severed his 
connection with the Van Camp 
Hardware & Iron Co., Indian- 
apolis, Ind., as vice-president and 
director. Prior to joining the 
Van Camp company about twenty 
years ago he was for many years 





C. J. PRENTISS 


a buyer for the Simmons Hard- 
ware Co. at St. Louis and before 
that was with the Belknap 
Hardware & Mfg. Co., Louisville. 
Ky., first as a salesman and later 
as a buyer. 

Mr. Prentiss is well known to 


The other eight | 





NORGE CORP. ENTERS 
OIL BURNER FIELD 


The Norge Corp., Detroit, man- 


| ufacturers of electric refrigerato:s 
| and other home appliances en- 





tered the oil burner field May |. 
Distribution will be accomplished 
in time to launch an energeti: 
summer and fall sales drive. Th: 
Norge oil burner division will bh: 
under the executive sales direc. 
tion of H. E. Whittingham. Ralp): 
A. Beale, formerly sales manage: 
of Silent Automatic and Torrid 
heet Corp., will be in charge of 
all sales operations in the field 
The company is now ready 
make shipments. 

The Norge oil burner has been 
manufactured under  anothe1 
name during the past 10 years 
and as now offered incorporates 
improvements made by the Norge 
organization. It of the gun 
type. Distribution will be through 
a nationwide organization of 5( 
distributors. 


1s 


HOWELL, COAST MGR. 
FOR REVERE COPPER 


A. J. Howell has been appoint 
ed manager of the Pacific Coast 
district of Revere Copper & Brass. 
Inc., succeeding R. B. Binns, Jr.. 
who is now assistant general sale+ 
manager with headquarters in the 
executive offices in New York 
City. Mr. Howell has been with 
Revere on the Pacific Coast since 
the opening of an office there in 
1932 and for many years pre 
viously represented the Rome 
Division of Revere on the coast. 

He will make his headquarters 
in San Francisco. Branch sales 
offices for that district are main- 


tained in Los Angeles and 


| Seattle. 


jthe hardware trade and has at- | 


tended many jobber - manufac- 


| turer conventions including the 


Aluminum | 


CONTEST WINNER NAMES | 


NEW BURGESS BATTERY 


“Power House” was the name 


suggested by H. W. Magruder, 
Columbia Electric Co., Kansas 


City, Mo., for the new 400-hour 
dry “A” battery of the Burgess 
Electric Co., Freeport, Ill. For 
naming the “Power House” No. 
1040 battery Mr. Magruder re- 
ceived first prize of 100 silver 
dollars. Each entrant in the con- 
test, which was open only to job- 
ber salesmen, was required to 
write a letter telling why the 
name he offered was suggested. 
Mr. Magruder’s letter was judged 
the best of those sent by the nine 
men who suggested the 





name | 


recent Hot Springs convention. 


DOWD’S REPRESENTS 


INGERSOLL-WATERBBURY | 


R. G. Brown, sales 
The Ingersoll- Waterbury Co., 
Waterbury, Conn., watch and 
clock manufacturers, has  an- 
nounced appointment of Dowd’s 
New England Merchandisers, 
Inc., 51 Sleeper Street, Boston, 
Mass., as sales agent for New 
England. Dowd’s took over the 
New England territory of 
March 19, but orders on the In- 
gersoll-Waterbury company prior 
to that date will be shipped and 
billed by the manufacturer. 

This appointment part of 
the sales policies introduced in 
January, whereby Ingersoll- 
Waterbury products are no longer 
sold direct to dealers. 


as 


1s 


manager, | 


MIAMI DEALERS HEAR 
PAINTER GROUP HEADS 


Louis Tobey, president of the 
Miami local master painters as- 
sociation and Mr. Jenson, presi- 
dent of the local painters’ union. 
addressed the April 16 meeting 
of the Greater Miami Hardware 
& Paint Dealérs Association held 
at the Builders Exchange, Miami. 


Fla. Messrs Tobey and Jenson 
urged greater cooperation be 
tween paint dealers, master 


painters and journeymen. 

Bids on CWA work and price- 
on linseed oil and_ turpentine 
were discussed at the meeting. 


ST. LOUIS DEALERS 

OPPOSE SALES TAX 
Members of the St. Louis R« 
tail Hardware Association at 2 
recent meeting passed a resol 
tion opposing assessment of any 


kind of sales tax against ‘St. 
Louis retail dealers. 
HARDWARE AGE 
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COMPARISON OF RESULTS OF CORROSION TESTS 


Te ll h m a bo ut ON BLACK SHEETS IN ATMOSPHERE 


Bs CyeiLovr ; 7 = a 


—the low-cost 









rust-resisting Sheet 





























This chart summarizes the results of the A.S.T.M. tests 
at Brunot Island, near Pittsburgh, Pa. These results, 
like those obtained at other locations, show that under 
exposure to atmospheric corrosion copper-bearing steel is 


superior to other commercial grades of steel and iron. 








Waren a customer wants gal- 
vanized sheets for exposure to the 
weather or to moisture, you do him 
a real service when you tell him 
about Beth-Cu-Loy. 

Here are sheets that really.do re- 
sist rust. Sheets that come through 
season after season of exposure in 
good, serviceable condition. Sheets 
so durable that your customer can 
install them with the certainty that 
the day they'll need to be replaced 
lies far in the future. 

Beth-Cu Loy Sheets are made by 
Bethlehem Steel Company of cop- 
per-bearing steel, the metal that 
ranks first among commercial steels 
and irons in resistance to rust. 
That isn’t opinion, or theory. It’s 
scientific fact, proved by the fa- 
mous atmospheric-exposure tests 
carried out over a period of years 
by the American Society for Test- 
ing Materials, an impartial fact- 
finding body. 

You’d expect such durable sheets 
to be high-priced, wouldn’t you? 
That’s the surprising thing about 
Beth-Cu-Loy Sheets —they’re not 
high-priced. They’re so inexpen- 
sive, in fact, that they cost only 
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KEEP A SUPPLY 


Roof of cattle shed, made from Beth-Cu-Loy Sheets, 





a trifle more than ordinary steel 
sheets, although they last from 2 
to 21% times as long. Doesn’t that 
make Beth-Cu-Loy sheets the sen- 
sible ones to use wherever rust- 
resistance is desirable? 

The customer who knows about 
these low-cost rust-resisting sheets 
is going to use them wherever he 











has a rust-exposed job. And he’s 
going to be grateful to the dealer 
who told him about them! 

Beth-Cu-Loy comes in both flat 
and corrugated galvanized sheets, 
in all the usual sizes and gauges, 
and in roll roofing. Your jobber 
can supply you promptly. 


Bethlehem Steel Company, Bethlehem, Pa. 





OF THESE ON YOUR COUNTER 


This attractive folder, 
envelope size, tells your 
customer why Beth-Cu-Loy 
Sheets are the logical 
ones to use everywhere 
that exposure to rust is in- 


volved. We will gladly send 





you a supply, imprinted with 
your name and address. Ask, 
also, for booklet telling the com- 
plete story of Beth-Cu-Loy Sheets 
and describing A.S.T.M. tests 
which proved the superior rust- 
resistance of copper-bearing steel. 


Betet-CU-LOY SENSES 


69 





BOWERFIND IS PRES. 
OF HORTON MFG. CO. 


Henry J. Bowerfind was elected 
president of the Horton Mfg. Co.., 
Fort Wayne, Ind., washing ma- 
chine manufacturers, at a recent 
meeting of the board of directors. 
Arthur H. Peters was 
vice-president, treasurer and gen- 
eral manager. Victor Miller was 
reelected secretary, and N. A. 


| 


| 
| 


elected | 


Zern was renamed assistant secre- | 


tary-treasurer. W. T. 
director was reappointed general 
sales manager. 





H. J. BOWERFIND 


Mr. Bowerfind succeeded the 
late Henry C. Paul. He has been 
active in the Horton company for 
a number of years having served 
as vice-president since 
Berghoff Brewing Corp., Fort 
Wayne Wholesale Drug Co. and 
Fort Wayne Corrugated Paper 
Co. Mr. Bowerfind is associated 
with the management of the 
Hoosier Paint Co. and the Fort 
Wayne Engineering Co. 

Mr. Peters has been with the 
company for more than thirty 
years and is a son of one of the 
founders of the company. Since 
1932 he has been treasurer and 
a member of the company’s ex- 


White, a | 


| 


| last 


1932. | 
In addition he is president of the | 





| 


ber of the code authority and ex- 


| ecutive committee of the Amer- 


ican Washing Machine Manufac- 
turers Association. 





W. T. WHITE } 
A great increase in business | 
over the corresponding period of | 
year was reported at the | 





A. H. PETERS 


meeting. A new line of washers 
is now in production. 

Horton directors are: Mr. Bow- 
erfind, Mr. Peters, Mr. Miller, 
Mr. White, J. H. Haberly, F. H. 
Cutshall, Neil A. McKay, H. W. 


ecutive committee. He is a mem- | Kortum and J. M. Barrett, Jr. 








G.E. CONTRACTS CORP. 

OPENS BRANCH OFFICE 

As part of an expansion pro- 
gram General Electric Contracts 
Corp. has opened a district office 


at Pittsburgh in the Empire 
Building, 507 Liberty Avenue. 
H. P. Rounds, former assistant 


district manager of the General 
Electric Contracts Corp. in Phila- 
delphia, is in charge of the new 
branch. He is being assisted by 
F. A. Coulter, former Pittsburgh 
local representative, and Harold 
Bown, who has been transferred 
from the New York district. 





A. C. Kyle is a local represen- | 


tative, located at 1038 Quarrier 
Street, Charleston, W. Va., at the 


office of the Electric Home Ap- | Ben Kravitz is president of the 


pliance Co. 
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The General Electric Contracts 
Corp. was organized to provide 
users and dealers of G. E. appli- 
ances with a complete installment 
payment service. The Pittsburgh 
office marks the tenth district. It 
will serve as district headquarters 
for western Pennsylvania, west- 
ern New York and all of West 
Virginia. 

FIRM MAKES HOUSEHOLD 

RUBBER MERCHANDISE 


Anchor Rubber Products, Inc.. 
3170 W. 33d St., Cleveland, Ohio, 
has recently entered business to 
manufacture household rubber 
merchandise, specializing in rub- 
ber stair treads and door mats. 





company. 





HARDWARE BRIEFS 





H. E. Jockheck and Julius N. 


Peters recently purchased the C. 
V. Ruth hardware store at Lake- 


C. G. Vorhis has purchased the 
interest of the J. C. Harter es- 


| tate in the Harter & Vorhis Hard- 
| ware store in Bloomfield, Iowa. 


Mr. Vorhis was a partner in the 
business for the past 25 years. 
His son, Dalton Vorhis, is assist- 


ing him in operation of the busi- | 


ness. J. H. Lee of the store’s 
staff is conducting the bicycle 
and gun repair end of the busi- 


ness. 


J. P. Brown, Red Bank, Tenn., 
hardware dealer, has been elected 
a member of the county board of 
education. 


Burglars recently blew open 
the safe in the Bekan Hardware 
Store, Cumberland Gap., Tenn., 
and looted it of more than $700. 


The Massey-Harris Hardware 
Co. has opened a local branch in 


| the Martinson Building, Twelfth 


and 
Okla. 


wholesale. 


Main Streets, Woodward, 
The business is strictly 


G. E. Hutton has purchased 
the Van Iperen Hardware Store 
in Boone, Iowa. 

L. Matt, formerly of Danbury, 
lowa, has purchased the fixtures 
and lease of the Toman Hard- 
ware Store in Cherokee, Iowa. 
The stock of the Toman store is 
being disposed of by receivers. 

The Taylor Hardware store, 
Newcomerstown, Ohio, which has 
been owned for several months 
by Reiser & Just, was purchased 


| recently by C. O. Taylor, former 


manager of the business. The 
store will hereafter be operated 
as the C. O. Taylor Hardware Co. 





John and James Ramsey have 
opened a hardware store in the 
Fisher Bldg., Sharon, Pa. John 
Ramsey had previously been as- 
sociated with the Grove City 
Hardware Co. 





The Gatzke Hardware store, lo- 
cated for many years on School 
St., Webster, Mass., will move to 
quarters on Main St. 

Barkman’s Hardware store, for- 
merly located at 213 W. Main St., 
Somerset, Pa., has moved to new 
quarters next door to the Post 
Office. 


James S. Knowlson was made 
a member of the executive com- 


| mittee, which now comprises be- 


| field, Minn. Alterations have 
been made and new stock was 
added. 








sides Mr. Knowlson, Messrs. 


Thayer and Otis. 


The Downtown Hardware Store 
has been opened by the Bernards 
Builders Supply Co., Bernards- 
ville, N. J. The new store has a 
five and ten cent basement store. 
T. W. Sumner, formerly of Lowe 
Bros. Co., has joined the com- 
pany. 


Benjamin Pearlstein’s — hard- 
ware store at 341 Parkside Ave., 
Buffalo, N. Y., was recently 
damaged by fire. 





Ernest Jones, who recently dis- 
posed of his interest in the Caro- 
lina Hardware Co., Columbia, 
S. C., has entered business as 
the Ernest Jones Hardware Co., 
928 Gervais Street, Columbia, 
S. C. The new concern is oper- 
ating as a wholesale and retail 
firm. Mr. Jones has been iden- 
tified with the hardware business 
in South Carolina for more than 
20 years. 


C. B. Armstrong Hardware Co., 
Millersburg, Ohio, has opened a 
branch in Shreve, Ohio, to be op- 
erated as the Shreve Hardware 
& Supply Co. in the Carl Build- 
ing. The Armstrong company re- 
cently opened another branch on 
East Jackson Street, Millersburg. 


Boris Goldstein has leased a 
store in 101 W. Forty-fourth 
Street, New York City, for a 
hardware and electrical supplies 
business. 


H. P. Horsley, president and 
manager of the Weston Hard- 
ware Co., Dallas, Tex., has an- 
nounced purchase of the remain- 
ing retail stock of the Huey & 
Philp Hardware Co. and lease 
of the three story Huey & Philp 
Bldg. at 1020 Elm St. The Wes- 
ton stock is being moved into the 
Huey & Philp Bldg. at the above 
address. Huey & Philp recently 
discontinued its retail hardware 
business to devote its efforts en- 
tirely to the wholesale hardware 
end of the business. 


J. T. Tucker has opened a 
hardware store in Staples, Minn., 
in the Batcher block. 


Beaumont Hardware Co., Beau- 
mont, Calif., was recently dam- 
aged by fire. 
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What every merchant should know 











IGURATIVELY speaking, Tue AMERICAN WEEKLY is the magic 

carpet for moving merchandise. If you want profitable proof of 
this, get behind the products advertised in this Mighty Magazine. 
It is read by more than 5,000,000 families, twice as many as read any 
other magazine. And it SELLS to these families, many of them 
living in your own trading area—many of them willing to be your 
customers if you SELL them the merchandise they see advertised; the 
merchandise they want! 





The American Weekly—what it ts 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 529 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 68% of its 


circulation. 








In each of 93 cities, it reaches one out of every two families 

In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 

... and, in addition, more than 1,680,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH ENN ERICAN 


“The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 
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WM. GOLDENBLUM & CO. NOW IN NEW QUARTERS 


Wm. Goldenblum & Co., Inc., | 


On May 5 and 6 the company 


wholesale hardware and house- | held an “Inspection Day Sale.” 


furnishings, New York City, for. 
merly located at 17 Murray St., is 
now occupying its new quarters 
on the fourth floor of the Port 
Authority Commerce Bldg., 76 
Ninth Ave., with offices in Room 
463. 

Through the use of 
steel shelving for small 
and especially designed _ steel 
racks for larger articles, the 35.,- 
000 sq. ft. of space occupied by 





A. KIRCHGESSNER 


the company is being utilized in 
a most efficient manner. The 
handling of both incoming ship- 
ments and outgoing orders will 
be expedited by the building’s 
unusual facilities, and more cen- 
tral location. 
are already being carried by the 
firm and further stock expansion 
is planned. 


modern | 
items, | 


| At this “housewarming” event 
the representatives of about thir- 
ty manufacturers of the major 
lines carried by the firm were in 





WM. GOLDENBLUM 


attendance at display booths in- 
stalled for the occasion. Demon- 


strations were staged at many of | 


the booths, while at others deal- 
ers could obtain first-hand in- 


| formation on the products dis- 


| 


Several new lines | 


played. Music was furnished by 
the 22nd Engineer’s Band, Geo. 
F. Briegel, bandmaster, and re- 
freshments were also served. 
The firm has 78 employees, 
consisting of 20 outside salesmen. 
41 stockroom workers, and an of- 
fice staff of 17. Officers are: Wm. 
Goldenblum, president; Ira G. 
Goldenblun, vice-president ; 
Arthur Goldenblum, treasurer, 
and Anthony J. Kirchgessner, 


| secretary. 





LOS ANGELES KETTLE 
CLUB HEARS BANKER 


At a recent meeting 32 mem- | 


bers and guests of the Los An- 
geles Pot and Kettle Club heard 
Herman Nater, vice-president, 
Bank of America, discuss “Sta- 
bilization.” The meeting held at 
the Clark Hotel, Los Angeles, 
was conducted by President 
George Wilcox. Laurie Wilson, 
Corning Glass Works, told some 
interesting facts about the new 
200-inch lens cast for the 


new 
California observatory. J. V. 
Guilfoyle, managing director, 


Southern California Retail Hard- 


ware Association, told about the | 


new city ordinance on electrical 
appliances. 
*FRISCO KETTLE CLUB 
HOLDS DINNER DANCE 


Members of the San Francisco 


Pot and Kettle Club held a din- | 
ner dance in April which was | 


attended by 26 guests. The din- 
ner dance was held at Pierre’s 
Chateau. 
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A week later the club held a 
regular meeting at which details 
were worked out for entertain- 
ment at the national convention 
of the Pot and Kettle Clubs to 
be held at Montery, Cal., June 
22-24. A moment of silence was 
observed in memory of the late 
Mrs. Ashley Farless. 


PRATT & LAMBERT 
OPENS MONTREAL 
BRANCH 


Pratt & Lambert, Inc., recently 
opened a warehouse at 400 At- 
lantic Street, Montreal, Canada, 
to serve the trade in the Province 
of Quebec. The Montreal ware- 
house will carry stocks of paint 
and varnish. 


MOHAWK VALLEY ASSN. 
HEARS JOHN B. FOLEY 
John B. Foley, Syracuse, N. Y., 
secretary, New York State Retail 
Hardware Association, addressed 
a recent dinner meeting of the 








Mohawk Valley Hardware Asso- | 


ciation held at the Hotel Martin, 
Utica, N. Y. Mr. Foley discussed 
the various NRA codes and busi- 
ness conditions. Vice-president 
Charles Stewart, Fort Plain, pre- 
sided. 


ELECTRICAL ASSN. WILL 
HOLD ITS 12th OUTING 


The Twelfth Annual Outing of 


| the Electrical Association of New 


York, Inc., will be held May 12 
at the Westchester Country Club, 


| Rye, N. Y. James E. Buckley, 
| c/o The New York Edison Co., 


Room 811-S, 4 Irving Place, New 
York City, is secretary of the 
outing committee. 

During the day golf, swimming, 
tennis, bridge and other events 
will be on the program. Tickets 
costing $9 each entitle the holder 
to full privileges of the Club 
House and grounds as well as 
luncheon and dinner. 


DAVIS MANAGES N. Y. 
REMINGTON DISPLAY 


Thomas A. Davis, actively 
identified with the arms and ain- 
munition industry for many 
years, is manager-host of the 
Remington Arms Co., Inc., ex- 
hibition room on the ninth floor 
of the Empire State Bldg., New 
York City. Opening of the dis- 
play room which shows Reming- 
ton cutlery as well as guns and 
ammunition, was announced in 
the March 29 issue of HARDWARE 
AGE. 

Mr. Davis was with Aber- 
crombie & Fitch, New York City, 
in its gun department. 





J. S. NORTH IS PRES. 
OF HUEY & PHILP HDW. 


J. Scobey North was recently 
elected president of the Huey & 
Philp Hardware Co., Dallas, Tex., 
wholesale distributors, succeeding 
the late George A. Trumbull. 

Paul H. Speaker and J. E. 
Ziegelmeyer were named _ vice- 
presidents of the firm. Mr. 
Speaker, who became manager of 
the retail department in 1909, 
will have charge of purchases and 
sales. Mr. Ziegelmeyer, who has 
been with the organization since 
1918, will have charge of finances 
and collections. A. V. Lane, 
treasurer of the company for 
many years, was reelected. 





J. M. FRANK HEADS 
FAN MANUFACTURERS 


J. M. Frank, president, Ilg 


Electric Ventilating Co., Chicago, | 





Ill., has been elected president of | 
the National Association of Fan | 
Manufacturers. C. A. Booth, vice- | 


president, Buffalo Forge 


Co., | 


COLUMBUS DEALERS IN 
COOPERATIVE GROUP 


Incorporation papers were filed 
recently for the Capital Hard- 
ware Stores, Inc., which will con- 
duct cooperative newspaper ad- 
vertising campaigns. E. O. Mel- 
vin, Melvin Hardware & Paint 
Co., 2409 West Broad Street, Co- 
lumbus, Ohio, was named a trus- 
tee, along with Joseph Linville, 
O. J. Linville Co., 962 West 
Broad Street, and F. W. Dickin- 
son, Dickinson Hardware & Fur- 
niture Co., 952 Parsons Avenue. 

Officers of the new organiza- 
tion will be elected at a meeting 


| to be held at a later date. Mem- 


bership is made up of stores in 
Columbus, Ohio, and vicinity. 


NORTH JERSEY DEALERS 
DISCUSS PRICE FIXING 


Price fixing and the New 
Jersey State NRA Code were dis- 
cussed at the April meeting of 
the North Jersey Hardware & 
Supply Association held at the 
Perth Amboy Hardware Co., 
Perth Amboy, N. J. Information 
published in HarpwarE AGE was 
used in the discussion on price 
fixing. 

President Demarest 
conducted the meeting. 


Romaine 





ALLEN IS CHAIRMAN OF 
DINNER COMMITTEE 


Ralph S. Allen, Pheoll Mfg. 
Co., 80 Walker St., New York 
City, secretary of the Hardware 
Square Club, is chairman of the 
committee for the club’s sixth 
annual shore dinner and enter- 
tainment. As announced in the 
April 26 issue of Harpware Acr 
the dinner will be held at the 
Marine & Field Club, Cropsey 
Ave. and Bay 13th St., Brooklyn, 
N. Y., Thursday evening, May 21. 
Tickets are $3.50 each. 


APPLIANCE MEETING 
ATTRACTS 293 PEOPLE 


Two hundred ninety-three elec- 
trical dealers and sales repre- 
sentatives attended the April 24 
washer, ironer and dishwasher 
meeting sponsored by the Elec- 
trical Association of New York, 
Inc., at Grand Central Palace, 
New York City. L. E. Levee, 
eastern sales manager, Apex- 
Rotarex Corp., presided at the 
meeting. Ten member companies 
displayed their merchandise. 


STOCKS NORTON PIKE 
LINE IN ST. LOUIS 
Behr-Manning Corp. has an- 
nounced that it is now carrying 


Buffalo, N. Y., has been elected | a complete stock of Norton Pike 
vice-president, and E. B. Cresap, | Products at its St. Louis branch 


Chicago, Ill., has heen reelected 
secretary. 


\ 


warehouse, located at 1602 Locust 


St. 
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BARRETT PLASTIC ELASTIGUM 


A tough, elastic, waterproofing cement that 
adheres tenaciously to any surface, wet or 
dry. metal, stone, wood, glazed brick or 
glass. Base is of high-grade asphalt mixed 
with long-fibre asbestos to give the neces- 
sary plastic consistency. 





BARRETT LIQUID ELASTIGUM 


A durable, liquid roof coating, containing 
asbestos fibre, that gives new life to old 
roofs. Impervious to sun, acid and alkali 
fumes. Moderate in cost, it offers an ex- 
ceptionally inexpensive and simple form of 
roof insurance. 
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ROOF PRESERVATIVE 


and REPAIR MATERIALS 


In your own community there are probably hundreds of roofs 
that need attention—minor repairs that a handy-man or the 
home-owner himself can make. 


Barrett Elastigums are perfect for just such jobs. Liquid 
Elastigum is applied by brushing, and forms a tough, durable 
film or coating, thus giving new life to old roofing. Plastic 
Elastigum is aptly called “the waterproof cement of a hundred 
uses,” and is unexcelled as a flashing cement, for patching 
leaks or breaks in roofs, or for relining- wood and metal 
gutters. 

These are but two of a wide variety of performance-tested 


Barrett Protection Products that includes rust-proofing, 
damp-proofing and acid-resisting paints, roof coating, ete. 


Write us for complete information about these products. 
Carry the complete line and display it in your store. A 
timely suggestion will often lead to a worth-while sale. 


The Company 


40 Rector Street, New York, N. Y. 
2800 So. Sacramento Ave., Chicago, III. 
Birmingham, Alabama 
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TOY INDUSTRY PROTESTS 
ANY TARIFF CHANGES 


The working conditions under 
which toys are produced in for- 
eign countries, particularly in re- 
gard to low wages, child labor 
and homework, would place the 
American toy industry, working 
under NRA conditions, in an 
“absolutely defenseless position” 
should any changes be made in 
the tariff, spokesmen for the in- 
dustry declared recently at the 
hearing on reciprocal tariff agree- 
ments. 


George A. Fox, of Milton Brad- | 


ley Company, Springfield, Mass., 
in a brief presented for the Toy 
Manufacturers of the U. S. A., 
Inc., said that the toy and play- 
things industry was among the 
first to go under a code of fair 
competition and that this action 
had increased wage costs in the 
industry about 28 per cent and 


at the same time had eliminated 


child labor and homework. 
“The toy industry is a rela- 
tively small industry from a 


1 





monetary point of view, so that | 


the effect on trade balances un- 
der reciprocal agreements would 
be insignificant in comparison to 
the harm that would result to the 
American child if the domestic 
toy industry were sacrificed,” 
Mr. Fox said. 

James L. Fri, managing director 
of the toy manufacturers’ group, 
said that under 20 years of pro- 
tection American manufacturers 


| 


| carry on their negotiations with 


have transformed toys from flimsy | 


holiday novelties to everyday edu- 
cational necessities. 
can toy industry, he asserted, 
“has established the highest 
standards of sanitation 
safety.” 


LIGHTNING ROD CODE 
IS NOW IN EFFECT 
(From Our Washington Bureau) 

The lightning rod code, spon- 
sored by the Lightning Rod Man- 
ufacturers’ Association, effective 
April 30, provides an 8-hr. day, 
40-hr. week, with a provision that 
the week may be extended to 48 
hr. during any six weeks in the 
six months period beginning the 
first day of May and the first day 
of November. A 56-hr. week is 
permitted to watchmen. The 


The Ameri- | 


and | 


' those assenting thereto are not 
| thereby waiving any of their con- 





minimum hourly rate is fixed at | 


10c., with an 80 per cent clause 
provided for learners. Time and 


one-half is provided for all over- | 


time. 

As in other codes, General 
Johnson stayed the effective date 
of the clause providing for a 


waiting period between the publi- 
cation and effective date of price 
lists. 
totals approximately $500,000 and 


The industry's investment | 


it employs about 200 persons, | 


with an estimated annual payroll 
of $100,000 
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Remington Arms to 





Peters Cartridge Co. 


As we go to press we are advised that subject to ap- 
proval by the stockholders of the Peters Cartridge 
Company, Kings Mills, Ohio, a new corporation—the 
Peters Cartridge Company of Delaware—a_ wholly 
owned subsidiary of the Remington Arms Company, 
has arranged to take over the 
former Peters Cartridge Company. 


Take Over 


ss of the 





ts and busi 








American Brush Manufacturers’ Assn. 
Rejects Code At Atlantic City Meeting 


Members of the American 
Brush Manufacturers’ Assn., meet- | 
ing for the organization’s 17th an- 
nual convention at the Hotel 
Claridge, Atlantic City, N. J., on 
April 12 to 14 inclusive, in an in- 
formal expression of opinion. 
overwhelmingly decided to reject 
the Code of Fair Competition for 
their industry as amended and 
approved by General Johnson on 
March 27. This action was taken 
because of the elimination of 
Articles XIV and XV of the 
Code, providing for non-waiver 
of constitutional rights and the 
right to object to any modifica- 
tions made without the consent 
of the industry. The association’s 
code committee was instructed to 


the National Recovery Adminis- 
tration to the end that these ar- 
ticles be reinstated. As proposed, 
the articles were worded as fol- 
lows: 


Article XIV 
Non-waiver of Constitutional 


Rights 


1—By presenting this 


code, 


stitutional rights. 
Article XV 


1—-By presenting this code, the 
members of the industry do not 
hereby consent to any modifica- 
tions thereof and they reserve 
the right to object individually 
or jointly to any such modifica- 
tions. 

Rejection of the code followed 
the reading of a lengthy report 





by the code committee. Among 


the most informative paragraphs 

“The secretary of this associa- 
tion protested in writing to the 
President of the United States 
against the modification, and he 
was directed to come to Wash- 
ington to discuss the matter with 
the assistant administrator. 





in the report were the following: | 


“He was then advised that it | 


would be impossible for 
President to approve the code so 
as to permit the retention of ar- 
ticles 14 and 15. He was advised 
that the industry might, if it so 
desired, file with the NRA a 
statement that the acceptance of 
the code was with the distinct 
understanding that as part of the 
acceptance it included the sub- 
ject matter of articles 14 and 15. 

“The administration takes the 
stand that the code, in its modi- 
fied form, as approved by the ad- 
ministrator, acting on behalf of 
the President, is a code in exis- 
tence at the present time. It is 
the opinion of this committee 
that the position taken by the 
Government in this regard is un- 
tenable.” 

At the convention’s closing ses- 
sion J. H. Heroy, Pittsburgh 
Plate Glass Co., New York, N. Y., 
was reelected president. Other 
officers, also reelected, are: A. E. 
Pitcher, New York, first vice- 
president; Alfred McEwen, New 
York, second vice-president; 
Harry B. Maxwell, Philadelphia, 
treasurer; George W. Fernley, 
Philadelphia, secretary; execu- 
tive committee, W. C. Bird, Flor- 
ence, Mass.; S. L. Balmer, Bos- 
ton; Frank H. Hardy, Andover, 
Mass.; Milton W. Alexander, 
Troy, N. Y. 





ASSOCIATES MAKE PLANS FOR DINNER, MAY 13 


At the recent meeting of the 
directors of the New England 
Hardware Associates held at the 
Chamber of Commerce, Boston, 
it was decided to hold a dinner, 
entertainment and meeting free to 
members in good standing. The 
dinner which will be held May 





18 will be at a place to be an- 
nounced at a later date. Presi- | 
dent G. Sumner Wilson, who | 
conducted the meeting, appointed ' 


Joseph M. Hunt chairman of the 
committee on arrangements. 
Hugh F. McAdam and C. A. 
Palmer were named to assist Mr. 
Hunt. Mr. Palmer was named 
chairman of the publicity com- 
mittee, other members being 
Joseph M. Kennedy and Charles 
L. Titus. 

There were six directors and 
ten members of the advisory 
board present. 


the | 








SUPPLEE-BIDDLE 
CELEBRATION: SALE 


William George Steltz cele- 
brated on May 9 his first anni- 
versary as president of Supplee- 
Biddle Hardware Co., Philadel- 
phia, wholesale distributors. This 
month the company is also cele- 
brating the 97th anniversary of 
its founding, having entered busi- 
ness in 1837. 





STELTZ 


w. G. 

In celebration the company is 
designating May as an Anniver- 
sary month. Recently the com- 
pany had a sales conference at- 
tended by the majority of its 
sales force, at which time plans 
were made for the sales during 
the month. The salesrooms at 
511 Commerce Street, Philadel- 
phia, have been gaily decorated 
for the event, and a special mer- 
chandise display has been ar- 
ranged for dealers. 

A 32-page booklet of tabloid 
size in which are listed special 
values in seasonable merchan- 
dise has been sent to dealers 
throughout the Atlantic Seaboard 
States. Prices quoted in the book- 
let will be void after June 23, 
and all sales are subject to stock 
on hand and subject to condi- 
tions beyond the company’s con- 
trol. Each department of the 
company is participating in the 
anniversary. 


JAMES HEAD MOVES TO 
NEW ST. LOUIS ADDRESS 


James Head, formerly St. 
Louis, Mo., district sales man- 
ager for the Remington Arms 
Co., Bridgeport, Conn., for many 
years and now retired, has moved 
to 5564 Bartmer Avenue, St. 
Louis. “Uncle Jim,” as he is 
known to many among the hard- 
ware and sporting goods trades 
and sportsmen generally, will be 
recalled as an all-around sports- 
man and trap shot of no mean 
ability. 
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WHEN YOU SELL 


THIS HOSE 


YOU MAKE A FRIEND 





its quality companion in the 





W: CANNOT honestly say 

that Goodyear Lawn and oe moderate price field (strong 
Garden Hose is “a quick made with Cotton Cord and light, ideal for women 

a Carcass for longer life . 

repeater. and children to handle); Good- 
There are many repeat sales y lags a ee 
of Goodyear Hose because pneihitiaes 

every time a Goodyear Hose Lvok jor this seal A complete line—all Goodyear 




















user needs to buy a new 
hose he has to remember Goodyear. 


Remembers the long-time, trouble-free 
service he gets from his Goodyear Hose. 


That counts for you when you try to sell 
hose. Sell the best-known, nationally- 
advertised, quality hose: Goodyear. 


Goodyear Emerald Cord, the finest hose 


ever built; Goodyear Supertwist Cord, 


quality*—that Will make you 
sales and every sale will make you a friend. 





Goodyear also manufactures a complete 
and world-famous line of Transmission 
Belting, Farm Belting, Suction Hose, Water 
Hose, Steam Hose, Asbestos and Red 
Sheet Packing, Force Cups, etc. Write for 
price list to Goodyear, Akron, Ohio, or 
Los Angeles, California. 


SELL AN EXTRA LENGTH FOR HOME FIRE PROTECTION 


1934 


“I 


wa 











Cc. D. EMMONS 50 YEARS 
IN HARDWARE BUSINESS 


C. D. Emmons, president, Em- 
mons- Hawkins Hardware Co., 
Huntington, W. Va., wholesale 
distributors, recently celebrated 
his 50th anniversary in the hard- 
ware business. Before entering 
the hardware field he was a rail- 
way agent and train dispatcher. 
In 1884 he purchased a share in 
the business of C. F. Parsons & 





c. D. EMMONS 


Sons, the firm then becoming 
Parsons & Emmons. Later he 
operated the business as C. D. 
Emmons Hardware. Subsequent- 
ly the company became Emmons 
& Marr, later changing its name 


to Emmons, Hawkins & Co. The | 


firm was incorporated under its 
present name in 1899. 

Mr. Emmons traveled for the 
firm for about 20 years, begin- 
ning in 1884. He covered the hill 
and farm regions of West Vir- 


ginia and Kentucky and was ac- | 


quainted with the Tollivers. 


Speaking of those times he said, | 


“IT traveled regularly in these 
parts when feuds were rampant, 
and in the coal regions where 
strikes were serious. I knew per- 
sonally the leaders in these trou- 
bles and found it safe if 
minded your own business. They 


were honest and loyal in their | 
His travels | 


business dealings.” 

were for a long time on horse- 

back. 

N. Y. ELECTRIC SHOW TO 
BE HELD SEPT. 19-29 


Sponsored by the Electrical As- | 
Inc., | 
Grand Central Palace, New York 


of New York, 


sociation 


City, the 1934 National Electrical 


Exposition will be held at Madi- | 


son Square Garden, New York 
City, from Sept. 19 to 29. Joseph 
Bernhart, Madison Square Gar- 
den, is manager of the exposition. 

An announcement bulletin has 
been issued by the committee 
with a diagram showing floor 
plans, rates and types of booths 
available. Radio, refrigeration. 
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you | 


| oil burners, air - conditioning 

| equipment, domestic and indus- 
trial appliances will be exhibited 
at the show. 


ENDURO STAINLESS 
STEEL AGENT NAMED 


Earle M. Jorgensen Co., Los 
Angeles, Calif., was recently ap- 
pointed distributor of Enduro 
Stainless Steel, according to an 
announcement by N. J. Clarke, 
vice-president in charge of sales, 
Republic Steel Corp., Youngs- 
town, Ohio. Enduro is produced 
by Republic’s Central Alloy Di- 
vision, Massillon, Ohio. 


CAP SCREW & NUT CO. 
MOVES N. Y. OFFICES 


The Cap Screw & Nut Co. of 
America has moved its New York 
City office and warehouse from 
15 to 21 Desbrosses St., occupy- 
ing the main floor with an area 
of 15,000 sq. ft. 


BIERINGER RETURNS 
FROM TRIP TO EUROPE 


Walter H. Bieringer, vice-pres- 
ident and general sales manager 
for Plymouth Rubber Co., Can- 
ton, Mass., has just returned from 
a trip through England, France, 
Germany and other parts of Eu- 
rope. He reports business condi- 
| tions brightest in England. 





| HARRY B. MACRAE OPENS 
MANUFACTURERS AGENCY 


Harry B. Macrae, for many 
years Chicago manager of the | 
Reading Hardware Corp., is now 
making his headquarters at 5540 
Pershing Ave., St. Louis, Mo., 


from which address he will con- | 
a 


duct manufacturers sa le s 


| 








| Geller, Ward & Hasner Hardware 


| ganizers of that firm, died at 








HARRY B. MACRAE 


agency. Mr. Macrae continues to 
represent the Reading Hardware 
Corp., but is interested in ob- 
taining additional lines for the 
central west territory where he is 
well known among hardware 


| member and past president. 








| wholesalers and retailers. 


EDWIN L. GOSS 
Edwin L. Goss, 72, died re- 


cently in Lewiston, Me., follow- | 
ing injuries received when he | 
was struck by a taxicab in that | 
city. He entered business as an | 
employe of Charles Greenwood, | 
hardware dealer in Lewiston and 
later traveled for Wood & Rob- 
inson, Auburn, Me., selling paper 
stock and supplies. Later he was 
in business with the A. L. & 
E. F. Goss Ce., Lewiston. For | 
the past five and a half years he 
was associated with Bradford, | 
Conant & Co., Lewiston. 


DAVID F. KINGSLAND 
David F. Kingsland, 75, for- 
merly vice-president and director, 


Co, &, 
tributors, 


wholesale dis- 
the or- | 


Louis, 
and one of 


his home in DeSoto, Mo., April 
24. In 1879, at the age of 
20, he entered the employ of 
the Simmons Hardware Co., St. | 
Louis, wholesale distributors. | 
with which he remained in vari- 
ous capacities until 1902, when 
he joined in the organization of 


the frm of Geller, Ward &:| 
Hasner. | 
LEIGHTON 
HOWARD-SMITH 


Leighton Howard-Smith, 75, re- 
tired wholesale hardware man, 
died April 11 in Knoxville, Tenn. 
He was at one time a buyer for 
Roberts Hardware Co., Denver, 
Colo., later going with the then 
Norvell-Shapleigh Hardware Co., | 
St. Louis, Mo. After being affili 
ated with the Seattle Hardware | 
Co., Seattle, Wash., for some 
time, he retired. Mr. Howard- 
Smith had laterly been a resident | 
of ‘the College Club, Seattle, 
Wash., of which,he was a charter 


JAMES B. HARRIS 


James B. Harris, 55, partner in 
the White Hardware Co., Wilkes- 
Barre, Pa., and Harris Hardware 
& Supply Co., Kingston Corners, 
died recently following an illness 
of several days. He entered the 
hardware trade more than 40 
years ago. He is survived by his 
brother Evan, his partner in the 





hardware business, another | 
brother, Mrs. Harris and three 
daughters. 


ELMER H. BRUNER 


Elmer Howard Bruner, 51, sec- 
retary and sales manager, Chicago 
Wheel & Mfg. Co., Chicago, IIl., 
manufacturers of abrasive wheels 
died recently in that city. Mr. 
Bruner was connected with the | 
company for 40 years, having | 


| lowing which 
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been its sales manager for the 
past 30 years. 


HENRY GERSTENBERGER 


Henry Gerstenberger, 51, Am- 
herst, Ohio, proprietor, Gersten- 
berger & Son, hardware, died re- 
cently at his home following a 
long illness. He conducted his 
hardware business in Amherst 
for the past six years. 

W. C. BUDNER 

W. C. Budner, 37, treasurer, 
Higginbotham-Pearlstone Hard- 
ware Co., Dallas, Tex., died sud- 
denly March 31. He is survived 
by Mrs. Budner and two sons. 


JOHN G. BOETTCHER 


John George Boettcher, De 
| Soto Hardware Co., Memphis, 
Tenn., died recently. Becoming 


ill while attending an Easter sun- 
rise service he later felt better 
and attended another service, {vi 
he died. Mr 


Boettcher was active in fraternal 


| affairs. 


JAMES LEO SPARKS 


James Leo Sparks, 52, for 23 
years a traveling salesman for 
Elder-Conroy Hardware Co.., 
Clarksville, Tenn., died recently 
in a Nashville hospital. 


SEYMOUR J. SMITH 


Seymour J. Smith, 86, for 36 
years a salesman for Knapp- 
Spencer Co., Sioux City, Iowa, 
wholesale hardware distributors, 
died recently at his home in that 
city. Prior to joining the staff 
of the Knapp-Spencer Co. he was 
in the hardware business in Fort 
Wayne, Ind. He was with Knapp- 
Spencer from 1892 to 1926, at 
which time he retired. 





J. W. KREIGER 


J. W. Kreiger, 69, Millersburg. 
Ohio, from 1900 until two years 
ago a member of the hardware 
firm of Kreiger, Miller & Co., 
died recently, following an_ ill- 
ness of a year. 


FRANK DOEPKE 


Frank Doepke, Milwaukee, 
president of the Wrought Washer 
Mfg. Co., since its foundation in 
1889, died April 22 at Los An- 
geles, at the age of 72. He had 


| been in poor health for a number 


of years. 


HARRY O. LYON 


Harry O. Lyon, 61, Struthers, 
Ohio, hardware dealer, died Aprii 
21 in his store. His son, Lavelle 
Lyon, who was active in the busi- 
ness with Mr. Lyon, is among his 
survivors. 
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BRILLIANT Displays... 


COUNTER with a Double Mission 

_ inviting everyone to PAINT 
SALESMEN and to BUY BRUSHES. This 
modern merchandising 
moves BRUSHES up—out of 
drawers and bins — brings 
them into the spotlight of 


eounter prominence — 
WHERE SALES ARE MADE! 


THE COUNTER PACKAGE! 
—This season’s SENSATION 
in Paint and Varnish BRUSH 
merchandising. SELF- 
SALES. On the Counter! 
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@ «USA-BRUSH”™ ASSORTMENT 


There are sales ahead!—now that consumers can select their “odd-job” 
Brushes from a ready dispenser. 

In 5 colors, this strong Display Case unfolds from the original shipping car- 
ton. It holds Brushes firmly fixed in a constantly orderly arrangement, yet 
allowing easy removal for inspection. The assortment consists of three 
reese | popular sized “touch-up” and general utility BRUSHES by BAKER— 
“USA-BRUSH” in 14”, 1” and 14” widths. 

It is a perfect assortment of fastest selling Brushes—made of fine Chinese 
bristles, with two-tone polished red and black handles and nickel ferrules. 
Here magnetic display combines with genuine Brush Value—priced to satisfy 
the critical consumer—constituting a builder of PAINT and BRUSH SALES, 
with quick, substantial Dealer profit. 


@ «WALL-AMERICAN”? or 
* WALL-PURPOSE” ASSORTMENT 


This upright Counter Case, decorated in 4-color process, STOPS the passing 
customer—INVITES him to PAINT—to BUY a BRUSH! 

Coming to you as a shipping carton, it opens into a vivid Display, where 
either professional or “occasional” painter finds his Brush instantly. Prices 
are plainly shown and he need not await the clerk! It’s a quick sale! 

In this assortment are 3”, 34,” and 4” metal-bound wall BRUSHES by 
BAKER—in either series “WALL-AMERICAN” or “WALL- PURPOSE” 
—a two-way retail set-up! 

Superior workmanship joins with fine quality merchandise! Pure Chinese 
bristles, vulcanized in rubber. Two-tone red and black polished handles 
with nickel ferrules. 

Prices match exacting consumer demands, effect quick turnover, and allow 
an attractive Dealer profit. 
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A Perfect Baker Brush 

Sales Set-Up is Here! 

er — Ready-Made at the 
Start of the Season! 
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Every man seeking business in the small town or having 
investments there should be vitally interested in this article: 


The Survival of the Small Town 


early days when it was just be- 

ginning and established my bank. 
It was a good farming country and 
my bank prospered and I did a good 
deal for the building of the town. | 
contributed liberally to its churches, 
am responsible for our having a fine 
large high school a little bigger and 
better than we needed, but an adver- 
tisement for the town even if the sink- 
ing fund and interest are a little 
burdensome on our citizens. I own 
the two-story brick building on Main 
Street occupied by our leading dry 
goods merchant on one side and our 
principal hardware man on the other 
with the commercial club rooms and 
the Mason’s Lodge upstairs with 
room enough out for our leading den- 
tist to have an office and reception 
room; and I| have a pretty good farm 
about a mile and a half from town 
adjoining the country club—valuable 
as a farm and further valuable as 
potential real estate. I have a lot of 
friends whom I like because they ap- 
preciate me and [| appreciate them. 
It’s a nice clean town, no slums, no 
graft, and only enough scandal to 
keep conversation going—an ideal 
American situation. Incidentally, 
our town is a chicken, butter and egg 
center, and ships a lot of cattle and 
hogs to market, all of which I am 
proud of because my bank, with a 
liberal policy of financing based on 
the real value of farms in our neigh- 
borhood, has helped build up this 


business. 


| Eee to this litthe town in the 


Shopping at the 
County Seat 


One day I had some business to 
transact at the county seat, eighteen 
miles from our town, and my wife 
went over with me. While I was in 
the court house she did a little win- 
dow shopping and as she got into the 
car to come home she remarked on 
what a good looking dress she had 
seen in one of the store windows and 
how reasonably it was priced but 
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By JAMES F. GOODMAN 


in the Retail Lumberman 
Kansas City, Mo. 





JAMES F. GOODMAN 


remarked that as the banker’s wife it 
was probably her duty to buy in the 
home town. “Oh,” I said, “I guess 
that’s all right, I don’t owe the town 
anything, I and my bank have done 
more for the town than they can ever 
do for us,” and we got the dress. 
The style was rather snappy but on 
close examination the price was 
about what we would have paid at 
home. When we came out I noticed 
a big pile of barbed wire out in front 
of a neighboring store with a special 
price on it. I knew it was low be- 
cause I had received a memorandum 
from the man on the farm of what 
it would take to re-fence the two 
large pastures and had priced them 
at the hardware store in the morning 
before leaving home, and here was 
a considerably lower price and for 
“heavy cattle,” the kind we always 
bought. The hardware man was 
standing out in front and as a matter 
of fact I knew him and remarked if it 
wasn’t so far to haul he would have 
made a sale to me.. “Far to haul,” 


he said, “I'll make this price any 
place in the county for cash.” Well 
he took my check and the deal was 
closed. 

A few days later I drove out to 
the farm on my regular weekly visit 
and on my way I met one of my 
farm neighbors who was driving into 
town. He owed the bank a little but 
I wasn’t worried about that but 
thought it good policy to be friendly 
and we stopped long enough to say 
hello and he mentioned in the course 
of the conversation that he was going 
in town to get some barbed wire as 
he had to do some fencing, and I 
naturally told him of the bargain | 
got at the county seat and he went on 
and I didn’t think anything more 
about it until I got out to the place. 
The first thing my man mentioned 
to me was about the fencing. He 
thought I got it, as usual, from the 
hardware dealer in our town and said 
he must have sent us the wrong wire, 
as it was lighter than I usually got 
and seemed to be a poorer job of 
galvanizing but he wasn’t sure about 
that. Well I didn’t like to admit I 
had been stung so I just said I 
thought the lighter weight would do 
as it saved considerable money 
(though my man knew that wasn’t 
my policy). 


Setting the Example 


Well, that evening my wife told 
me her dress had made quite a hit at 
the bridge party the day before and 
that Mrs. Barnes (the hardware 
man’s wife, by the way) liked it so 
well she asked her where she got it 
and went over to the same store and 
got one as nearly like it as she could. 
I said it seemed to me if Mr. Barnes 
expected the trade of his fellow 
townsmen his wife would buy her 
clothes of a home merchant, but 
didn’t think anything about the mat- 
ter until a few days later when I 
was over at the county seat. Among 
other things I dropped in to the First 


(Continued on page 86) 
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On May 15th your jobber will be 
ready to give you the best money- 
making deal you have ever been 
offered on Jar Rings: 


A double guarantee of profit, 
backed by the greatest consumer ad- 
vertising campaign ever entered into 
by a maker of Jar Rings. 


Don’t buy Jar Rings until you get full 
details of this money-making oppor- 
tunity. Wait until May 15th—and you 
can make 1934 your biggest profit 
year on Jar Rings. 


JOBBERS, NOTE! 


We will advise you by wire of this offer. 
We believe it to be the best ever made 
on Jar Rings. Complete details will be 

delivered by Western Union 
within the next few days. 
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Crowds waiting to be admitted to the voluntary close out sale of Bunting Hardware Co., Kansas City, Mo. 


How Bunting Hardware Co. 
Conducted a Successful Sale 


HE sale conducted by the Bunt- 

ing Hardware Co., Kansas City, 
the first 14 working days in the 
month of March, was heralded by a 
half page advertisement which pre- 
pared the public for the big event. 
This first advertisement announced 
in large headlines on Tuesday, Feb. 
27, that “The Four Great Stores of 
the Bunting 
Greater Kansas City had been or- 
dered closed, Wednesday and Thurs- 
day, by the Board of Directors, to 
enable the store forces to get things 


Hardware Co.. in 


in shape for the ‘Greatest Sale in 
the History of Kansas City.’ ” 

In more modest tone the first ad- 
vertisement then proceeded to ex- 
plain that “after 33 years of faithful 
service the firm is faced with the 
strict necessity of sacrificing about 
$500,000 worth of goods for cash in 


order to bring about reorganization.” 
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This half page advertisement bore 
the picture of George H. Bunting, Jr., 
and a letter from him fully explain- 
ing the reason for the sale in a 
modest dignified way. In this first 
advertisement, also, was a call for 
extra help. 

The advertisement for sales people 
tended to impress the public with 
the desirability of the values offered 
and the genuineness of the claims 
made. 

About 400 people applied and 
from these the desired number were 
selected. Those who were chosen 
were supplied with a piece of yel- 
low ribbon as a badge and told to 
report the following afternoon for 
instructions. 

In the meantime the store front 
was boarded vp and people who 
wanted to get in were turned away. 


Thursday afternoon the new sales 
people one, two, three at a time, were 
let in by the door man. Many people 
on the outside were curious. “Here 
is a store that has been running 33 
years. Now it is boarded up in front 
and they are hiring numerous sales 
people,” they pondered! 

Within, the sales people were get- 
ting their instructions. They were 
told to be cvurteous and to talk to 
the customers. Even if they had 
to talk about the weather to start 
conversation they were to talk about 
something. When an item was sold, 
it was explained, the salesman would 
take the money and then go and 
wrap the package and make change. 
This was to keep the customer, once 
in the notion, from putting the money 
back in his pocket. 

They were told how to manage the 

(Continued on page 82) 
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ACCO CHAINS 


according fo season 


@ I get my trade from both town and country. Seems like everybody needs 
swing chains this spring, and many homes are replacing worn out sash 
cord with sash chain. Folks have neglected a lot of : 
necessaries for three or four years. Take halter and => _ ____—_ 
dog chains—there’s a good call for Acco numbers. 
The farmers are buying breast chains, tie-outs and 
cow ties, also loading and log chains. 

Yes, I like to sell Acco Chain products. It’s clean busi- 
ness with a decent profit. Acco 
Chains satisfy my customers. I 
can boost them to the sky and 
be sure they won’t let me down. 

Right now I make a display 
in my window of eight differ- 
ent Acco Chains with show 
cards. That reminds people. 
It’s surprising how many peo- 
ple come in because they are 
reminded by seeing Acco 
Chains in the window. 

Your jobber will supply you 
at once with Acco Chains. 
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AMERICAN CHAIN COMPANY, Inc. 


R Bridgeport, Connecticut 
World's Largest Manufacturer of Welded and Weldless Chains 
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One Paris establishment alone sold 50,000 as the 
French ‘‘Moulin Legume’’ or vegetable mill. It 
is now being introduced in America as the Foley 
Food Mill—and even before this ad—our first 
announcement to the hardware trade—we have a 
flood of orders from all over the country. A truly 
sensational volume seller. 


FOLEY FOOD MILL 


VEGETABLE AND FRUIT MASHER 
U. 8S. Patent, 1,921,936; French Patent, 732,- 
100; English Patent, 4559/-33; Belgium Pat- 
ent, 386,742; German Patent, D.R.P. 119,064, 
X-341. D.R.G. M_ 1,266,912; Italian Patent, 
182,158; Canadian Patent Applied For. 
This new kitchen convenience mashes po- 
tatoes, squash, turnips, rutabagas. Makes 
tomato juice. Prepares 
vegetables for soups. Mashes A FAST § 
pumpkin for pies. Ideal for a 
making jams, fruit butters 
and puddings, ice cream and 


pie fillings. Prepares foods West of 
for infants and invalids. es 
Saves time, labor. Quickly 2. 


taken apart. Easily cleaned 

asa pan. Sample sent on request at cost— 
or send trial order for one dozen or more, 
through your jobber or direct to us, giving 
name of your jobber. 


FOLEY MANUFACTURNG CO. 
1 Main St. N. E., Minneapolis, Minn. 


WRITE FOR PRICES 
and complete Details. 
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tickets. One color ticket was for 
cash purchases and another for 
charge accounts. It was explained 
that nothing would be delivered be- 
low a $1.90 sale. 

“We are working together in this,” 
said the personnel director. “I want 


| you to feel that we all have an in- 





terest and a reputation to maintain. 
I have every confidence in your abil- 
ity and I know that you are going 
to show me that my confidence is not 
misplaced.” 

The sales people were dismissed, 
to be on the job the following morn- 
ing (Friday). At the hour of open- 
ing the crowd surged in and the big 
sale was on full blast. Two police- 
men had been secured to assist in 
case they were needed and two plain 
clothes men were employed to mingle 
with the crowd. These fellows were 
“spotted” by the light fingered so 
there was not much shoplifting going 


| on. The very fact that these floor 
| men stayed on the job kept theft at 


a minimum. 

The half page advertisement on 
Tuesday was followed up on Thurs- 
day by a smashing two-page spread. 
This was the major stroke. It 
brought the crowd in milling volume 
on the opening day, Friday. 

The half-page on Tuesday was to 
set the stage and prepare the people 
for the big two-page smash on Thurs- 
day. In the meantime all the me- 


| chanical details had been attended 


to so that things would go off with- 

out a hitch on Friday morning. 
Cards were placed at every tray. 

The regular price was set down in 


black and marked out with red. Then 





he sale price was marked in red. 
These cards were about six by eight 
feo Everywhere one saw price 
cards, streamers and banners hang- 
ing from the ceiling. 

But eventually the effect of these 
first two advertisements began to 
wear off. The public needed pep- 
ping up again. 

March 7, another full page was 
cut loose announcing the great suc- 
cess of the sale. “Crowds Came! 
Crowds Saw! Crowds Bought!” 
cried the headline in sweeping let- 
ters of white on black background. 

“To Raise Cash and Bring About 
a Complete Reorganization,” re- 
peated the advertisement, “Four 
Complete Stores Must Be, Have to 
Be, Will Be Sold.” 

The sales people had been in- 


structed when asked if Buntings were 
going out of business to reply: “No, 
indeed, we are not going out of 
business. This sale is to help bring 
about a complete reorganization.” 

They had to give this answer 
literally thousands of times. 

This advertisement kept things 
going a while longer. Then on 
March 15 there was another full 
page. 

“The End Is Here—Only Two 
Days More!” screamed the headlines. 
“Clang, Clang, Listen for the Gong! 
Everything Must Be Sold—$500,000 
Store Wide Voluntary Close-Out 
Sale.” 

Only the headlines are given here 
but in each advertisement the sheet 
was divided into panels and each 
panel was devoted to the advertising 
of some item or line. 

This full page was the last and 
after two days more the curtain was 
rung down. 

In the 14 working days the sale 
had been in progress more than $15,- 
000 worth of paint alone was sold. 
For the first five days of the sale 
the cutlery department brought in 
over $1,000 a day. The hose was 
all sold out the first three days and 
they had to order and reorder. The 
same was true of lawn mowers. As 
the trays were emptied more mer- 
chandise was ordered. Prices on the 
shelf warmers were cut drastically 
while prices on the regular merchan- 
dise were cut nominally. But every- 
thing seemed to move. It was a 
buying crowd. 

The money taken in was sent for 
deposit several times a day to avoid 
robbery. Every sales person was 
instructed to give the old price and 
the sale price in each instance when 
the price of an item was mentioned. 

After the sale was over a nice large 
space was taken in the paper to 
“Thank You” the people and to as- 
sure them the Bunting Hardware Co. 
was in a better position than ever to 
serve them and that with the re- 
organization effected, the firm ex- 
pected to go on to new heights of 
prosperity, etc. 

A feature of the sale was a prize 
contest carried on by Lewis A. Lin- 
coln, one of the promoters of the 
sale, wherein he offered a cash prize 
for the best instance of sales being 
increased by the suggestion of a 
salesman. 
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SAVOGRAN 
Model Stock 


Selected Assortment of 3 Popu- 
lar Savogran Specialties. Dealers 
sell 6 to 10 cans daily by putting 
on counter with display cards. 
Here’s everything you need — 


stock and displays. 


10—1 Ib. cans Painters’ Savogran 


10—1 Ib. cans Savogran 
Crack Filler 


1—1 |b. cans Savogran 
Remover and Bleacher 


t—Display Cards in Color 


Supply of 4-Color Folders 


Retails for °7.50 








¥ amov> 


oat, f ie 
jeane*- cos erail® 
Ne’ >. €2 

€ AY ¥ 


clean’ a gh.00-* 
a! 


*) 


5\b-¢ 


MAY 10, 1934 


NEW IDEA for 
Window Display 


A brand new idea to help you sell 
merchandise of all kinds. Large 
steel display sign, heavy metal, 
beautifully finished in 5 colors. 
Suggests a timely job — shows 
you exactly how to arrange tools 
and merchandise customer needs 
to do it. New project each month. 
This is an expensive high-grade 
sign. Actual cost to us in thou- 
sand lots is over $2.00 each. 

“See Exhibit of Savogran Produets in 

the Model Workshop — General Ex- 


hibits Building, Chicago World's Fair.”” 


wt pO owe rant 














ONE YEAR’S 
Display Service 


New cards each month to insert 
in Display Sign (shown at left). 
Keeps your window timely and 
full of ‘“‘sell.’” Complete instruc- 
tions for effective display of tools 
and materials needed for specific 
painting and repairing jobs your 
customers are interested in. 
Makes it easy for you to plan your 
windows for greatest sales appeal 
—should be worth several hun- 
dred dollars a year to you in 
EXTRA SALES 
EVERY WEEK. 







Order Direct 





or through your 











Jobber. Supply is limited. 






Specify “Savogran Model Stock 







with Steel Sign and Year’s 


Display Service.” 


*6.00 






SAVOGRAN COMPANY 


India Wharf, Boston 
Dept. A-5 
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Goldsmith 


SPORTS 
EQUIPMENT 


is sold by 


THE BEST 
SPORTING GOODS 
STORES IN 
EVERY COMMUNITY! 





TOP NOTCH QUALITY 


Reasonably Priced 
A credit to 
every dealer’s shelves 


Send today for complete cata- 
log of Spring and Summer 
Sports Equipment. 





The P. 
GolaSmith 


Sons, Inc. 
CINCINNATI, OHIO, U.S.A. 





The Garden Clubs and the 
Hardware Stores 


(Continued from page 62) 


ers message to his customers. I al- 
ways go over these pamphlets that I 
receive in my own mail, and I am 
surprised at the variety of goods that 
are offered. Even clothing is sold by 
mail, J have just received a pam- 
phlet with actual samples of cloth. 
But hardware men, for some reason, 
are seldom heard from. 


I don’t see how a retail hardware 


store can he conducted without its 
own house organ constantly remind- 
ing its customers of seasonable goods, 
bargains, and general gossip of one 
kind or another. For instance, a 
pamphlet on marine hardware should 
have on one of its pages the time of 


high and low tides from month to 
month. People at the seashore inter- 
ested in boats are always interested 
in the tides. This little house organ 
or pamphlet could also tell about 
town celebrations and anniversaries. 
the phases of the moon; in fact, all 
useful gossip of this sort. 

Some of these days when I grow 
a little older I am going to apply 
for the job in my town of running 
the house organ for a retail hardware 
store. It would be a pleasant job 
for an old man, and you may rest as- 
sured I would try to sell a little bot- 
tle or tube of oil with every lot of 
tools. 





They Sell Carloads of Field Seeds 


(Continued from page 60) 


reasons it would appear that the seed 
business will continue to be good. 
We are now turning our stock six 
times a year. 

“We have already made our seed 
purchases for 1935, even before the 
parent seed is planted. This is neces- 
sary in order to make sure of a quan- 
tity delivery of quality seeds. Our or- 
ders for 1935 run 35 to 38 per cent 
ahead of our purchases for this year. 
It is of course necessary for a buyer 
to know what seeds are best suited 
for his part of the country. For in- 
stance there are 20 different va- 
rieties of soy beans, but only two are 
suited for Southern farms. As in 
other seeds we handle only the best 
grade of soy beans and in 1933 we 
were able to sell our stock at a 
premium of 30 to 35 cents a bushel 
over the prevailing price.” 

Besides sclling seeds to farmers 
this concern also accepts any seed 
they may have for sale in exchange 
at the market price on hardware. 
Several carloads of cowpeas and 
cane seed are assembled each fall 
and shipped to quantity markets in 
several States. In this way the store 


performs a service for the farmer 
and increases its hardware sales al 
the same time. 

This organization also sells sev- 
eral carloads of fertilizer per season. 
It does not particularly go after the 
larger buyers but largely those who 
want 100 to 1000 lb. for garden, 
lawn or flower beds. Some sales are 
made to farmers for fill-in purposes. 
Such a business makes it unneces- 
sary to maintain a large warehouse. 

President Hawkins received his 
training by several years on the 
road, selling seeds and hardware. 
As a hobby, he operates a 625-acre 
farm where he has opportunity to 
try out some of his own seed and 
hardware. M. B. Drennan, vice-presi- 
dent, was formerly connected with a 
big wholesale hardware house in Bir- 
mingham. 

Southern Hardware Stores has its 
main office and two stores in Bir- 
mingham and one store each in the 
following towns: Gadsden, Anniston, 
Fort Payne, Guntersville, Albertville, 
Boaz, Atalla, Piedmont, Jacksonville, 
and Jasper, all located in North 
Alabama. 








A Table of directions for growing the 35 most important home garden 
vegetables on a time table schedule appears on page 28 of the Directory 
Number of Hardware Age, published September 28, 1933. Every hard- 
ware dealer should have this directory of the hardware trade. 
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Feature-- 


DIETZ LANTERNS 
with Garden Tools 


~~ 
TD) ARKNESS often 


overtakes garden makers 
before spring planting jobs 
are finished. 


They all need Dietz Lanterns. 
So—feature Dietz Lanterns 
in displays with Garden 
Tools and add to your 
garden department profits. 
Suggest them as "night 
chasers" that put a bright 
light right where it is 
wanted along the rows. 


. 
R. E. DIETZ COMPANY 
New York 


MAKERS OF LANTERNS FOR 
THE WORLD. . FOUNDED 1819 


Output Distributed through the 

Jobbing Trade Only. We Do Not 

Sell Chain Stores, Catalog Houses, 
or Syndicate Buyers. 


DIETZ", 


LANTERNS > 

















The Survival of the Small Town 


(Continued from page 78) 


National Bank, parily to see my old 
friend, John Willis, the president, and 
partly to see if he had any good 
commercial paper to sell because we 
had some surplus cash on hand which 
I hated to see idle and he often 
helped me out in this way as he had 
larger contacts with the markets than 
| had. “Sure,” he said, “I can take 
care of you but if you have so much 
extra cash why did you turn down a 
loan to Barnes—your hardware man 
isn’t he all right?” ‘Why, yes,” 
I said. “he’s gilt edge and carried 
quite a nice balance with me and 
hasn’t asked for a loan.” “Well.” 
said John, “he opened an account 
with us a few days ago and got a 
small loan yesterday. | just supposed 
vou couldn’t take care of him.” And 
right there I had my first uneasy feel- 
ing. When I got home I found 
Barnes had closed out his account. 
or rather drawn it down to a few 
dollars to take care of local checks. 
Well, I hated to talk to Barnes about 
it but thought I'd better, and he was 
plain enough about it. My wife and 
I, he said, were buying out of town 
and recommending others to do so 
there was a little saving on the rate 
of interest he paid at the county seat 
bank and he thought he might as well 
make the saving, and I got mad and 
told him to go to hell if that’s all 
he appreciated what my bank had 
done for him. Well, to make a long 
story short, | found our dry goods 
man had closed out his account .in 
the bank, too. Then first one and 
then another of our farmers followed 
the lead of myself and my farm 
neighbor and went to the county seat 
for fencing, and their wives saw 
other things they wanted and thev 
went to a show and brought their 
groceries back with them because it 
was so handy and felt they had saved 
some money and quite a few of iix 
women got in the fashion of buying 
their clothes at the county seat and 
telling each other how much they 
saved until finally the dry goods man 
couldn’t make it off needles and 
thread and hooks and eyes and cheap 
yard goods, and had to quit. He 
tried to sell out and one of the chains 
looked the place over and made some 
inquiries around town and_ never 
came back—so I had an empty store 
room and no immediate hopes of 


reniing. That left an empty house in 
town, too, but that didn’t worry me. 
as the dry goods man had rented his 
house from our leading grocer and 
not from me. 

The next bad news was that our 
leading grocer found the bulk of his 
business was going to the county seat 
and he was going to move over there 
to take care of it, and he did, and the 
hardware man, whose business was 
falling off, moved into the grocer’s 
old location at cheaper rent (the 
grocer owned his own building and 
had said to a friend over in the coun- 
ty seat that he saw the town was run- 
ning down and could afford to take 
most any rent that would get him a 
good tenant). 

Well, that took another good ac- 
count out of the bank, left my other 
store room empty and two empty 
houses in town. It made the Main 
Street look kind of bad to have two 
empty store rooms in such a promi- 
nent place, especially now that they 
were empty and didn’t have any night 
bright window displays in them. | 
thought of painting them up fresh 
and cleaning the windows. but | 
didn’t feel like putting any money in 
them when they weren’t bringing me 
in anything. I was a little alarmed 
now at the way our bank deposits 
were going down but that wasn’t so 
very serious as we would call in some 
of our loans or sell a mortgage or 
two—and that reminded me we had 
a mortgage on the house our grocer 
had owned. He wasn’t on the mort- 
gage himself but had bought the 
house subject to mortgage and we 
had neglected to get his name on the 
note and we had relied on the value 
of the house for security as the orig- 
inal maker of the mortgage was gone 
and no one knew where. 

The interest was just past due on 
the mortgage and investigation 
showed the taxes hadn’t been paid 
and that the grocer had very evident- 
ly abandoned the property to us. Be- 
fore foreclosing I thought it might be 
better to find a buyer who would 
assume the mortgage or, if we fore- 
closed, buy the property from us for 
enough to pay the loan and taxes. 

But no buyer was to be had. It 
wasn’t a new house—there was an- 
other empty house in town where the 
dry goods man had lived and two 
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HERE’S YOUR SUMMER WINDOW 





and it’ 





WIML ED 
SCKEINS 
SCREEN 
recks 





A Beautiful Display That Shouts... 
“Stop, Look, and Buy!” 
it’s Cooperative ...It Features All 
Your Summer Items! 
These Displays Will Go Fast, So Send 
the Coupon for Yours Today! 


THIS BEAUTIFUL Summer window-display is 
offered to all Eveready flashlight dealers abso- 
lutely free. Printed in full-color, it makes a 
startling window. Everyone coming along your 
street will be attracted by it (we’ve tried it 
out!) It’s your display, for only a small space 
is devoted to Eveready, and the rest is so de- 
signed that you can feature all of your most 
profitable summer merchandise. 


MAY 10, 1934 





free! 


GARTEN 
TOO 


LAWN 
mMiWths 


The seven ribbons coming down from the 
central cut-out and terminating in the small 
round cards are adjustable to any length up 
to 6 feet. These cards are left blank for you to 
fill in your own prices or selling message on 
the summer merchandise you wish to display. 


Take advantage of this free offer. There’s 
no obligation at all. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. Branches: Chicago, San Francisco 


Unit of Union Carbide CE and Carbon Corporation 


Ge ae ee Se SP SP SE GE SE 6 SE SE 68 68 6 68 6 6 Ge 6 6 
National Carbon Company, Inc., Dept. 51-A 
30 East 42nd Street, New York, N.Y. 

Please send me the free Summer window display. 


Name 


Address 
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THE OFFICIAL 
BOY SCOUT 
SHEATH KNIVES 








| 


Feature these 

L y | 
and take advantage | 

of the ready-made 


market! 


A half-million Boy Scouts 
want sheath knives . . . and 
no Scout equipment is com- 
plete without them! There is a 


ready-made market. The thou- 


sands of boys with Remington 
Pocket Knives will look for 


Remington Sheath Knives this 


summer. Be ready for them! 

Stock up—and display them! 
And you ean be sure that every 

Remington that leaves your 


store will help maintain your | 


reputation for dependability . . . 


because only the best carbon 


_steel, the best saddle leather, and 
the finest craftsmanship are used 
in their manufacture. Send for 


information on Remington's 


complete line of pocket knives, 


flat cutlery, shears, scissors, etc. 
Remington Arms Co., Ine., 
Cutlery Division, Bridge- 


ra port, Conn, 
\ | 


‘e\ Remington, 
NN POND 
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empty store buildings, and nobody 
wanted to buy real estate in a town 
that was beginning to go down. It 
made me question the value of all 
real estate, including my own, and 
especially those pieces of property on 
which the bank or I personally held 
mortgages. The bank wasn’t supposed 
to lend money on real estate, but 
there were a few farms and a few 
pieces of property in town, which 
anyone, even a bank examiner, would 
recognize as gilt edged. What | 
found was not encouraging but | 
still had confidence in the moral risks 
on the paper. Just about this time 
I concluded my big farm was too 
expensive a luxury and that perhaps 
anyway I’d be better off with a little 
more cash than so much real estate 
and I remembered I had had two 
good offers for half of it not so very 
long ago and thought now would be 


_a good time to accept them before 


things got any worse. However, one of 
these offers had been from the hard- 
ware man, so | had to count that out, 
and the other had been from a neigh- 


| boring farmer who wanted more land 


to add to his own place. Next time 


| he came in the bank I mentioned it 


| to him (as I knew he had plenty of 


money to pay for the place and could 


| borrow the balance from the bank). 


Well, he hemmed and hawed a good 
deal and then told me he was really 
trying sell his own place and move 


| nearer a good town. That we didn’t 


have the stores we used to have in 
our town and he would do better at 


ihe county seat and that the produce 
buyer was on his last legs (I hadn’t 
heard about that) and was going to 
have to quit because so many farmers 
took their stuff to the county seat 
when they went there to trade. Ap- 
parently, his farm and mine, two of 
the best improved farms in the neigh- 
borhood, were unsalable. The next 
blow was when the lumber yard 
moved out and left a hundred foot 
gap on our main street. Main street 
was certainly beginning to look rag- 
ged. And then one merchant after 
another left. Real estate was not 
worth even farm prices and I lost my 
own tenant on my farm. 

Well the bank didn’t bust. We 
paid every one out in full but the 
stockholders, and we gave them real 
estate and mortgages on town and 
farm property and I have a few deeds 
myself covering my store building 
and some residence property—not 
worth anything in cash now but I am 
making it all right as I have a job 
in the county seat bank. What I 
think I miss most is not the better 
income I had but all my old friends 

‘my church and lodge connections 
and the people to whom I was useful 
or important in the old days. 


Another installment of this article 
in which the author tells what may 
very definitely be done in such cir- 
cumstances as those pictured here 
will appear in the next issue of 
HARDWARE AGE. Watch for it. 
It will appear under the same title 
as this installment. 





N. D. Abell on Selling Expense 


(Continued from page 53) 


4. Straight salary plus additional 
compensation for sales above quota 
established or perhaps additional com- 
pensation during prosperous periods, 
this being determined by no fixed 
method but is determined wholly ac- 
cording to the judgment of the firm em- 
ploying this method. 

5. Straight drawing account out of 
which all expenses are paid plus a cer- 
tain percentage of gross profits from 
the salesman’s territory after certain 
requirements in regard to gross sales 
have been met. 

There are also cases where jobbers 
obtain business from different classes 
of trade such as mercantile, industrial, 
state or municipal or utilities and in 
these instances many firms have found 
it desirable to use certain methods for 
compensating their salesmen calling 


upon the mercantile trade and other 
methods for the industrial, etc., and in 
view of our own experience I believe 
there is no standard of compensating 
salesmen which could be offered as a 
basis applicable to jobbers as a whole 
but is something which has been and 
will probably continue to be worked out 
by firms individually and depending 
upon the circumstances and conditions 
under which the salesmen work. 

Selling expenses and compensation 
and expenses of salesmen present the 
most of us, I am sure with a difficult 
problem and one which varies from 
time to time with the trend of business 
and I hope we may enjoy an expression 
of opinion from those of you who are 
present and that in the interchanging 
of ideas which will result from your 
statements we may all find something 
that will help and benefit us. 
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NEW SALES RECORDS! 


Dealers everywhere report fast-growing preference for 


LE ANBORE these leaders of all long-range shells 


SHOT SHELLS 


Every year, more and more shooters ented Kleanbore Corrugated feature, an out- 
standing, distinctive improvement customers 


can SEE—the first change in a shot shell’s 
appearance for more than fifty years! 


are finding out that the highest develop- 
ment of far-reaching, extra-power loads 
is “NITRO EXPRESS.” And niters A rein Let “Nitro Express” put extra speed and extra 
more and more dealers are discovering reach into your shot shell sales this season. 
that “Nitro Express” shells put extra Stock up now and be ready for the big “Nitro 
push and extra power into sales. Express’ parade! Remington Arms Co., Inc., 


These hard-hitters have no equal for speed, Bridgeport, Conn. 


power, and effective reach! They’re what s 
every customer wants when he asks for Remington, 
“Those long-range Kleanbore Shells.’’ Of 


NEW BOXES make smart, sales-attract- ? , one: ”” 
nmiminniatiiopm@nmes: he means “Nitro Express.” In all @ DOND 


quickly pick typeand load customers ask for. gauges—12, 16, 20 ard .410. With the pat- Sr 
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RAINS 





Lees. 





Stock these 3 models 
and you'll get 
ALL THE BUSINESS 


The Rain-Square! 


uniformly over every inch of the square—that 
doesn’t spray the sidewalk, passers-by, or the 
side of the house—that CUTS THE WATER BILL 
IN HALF! A novel, revolutionary money-saver! 
Every home is a prospect—even those that bought 
new sprinklers last year. Stock these three RAIN- 
SQUARE models and you'll get all the sprinkler 
business. There is one for every size lawn, every 
size pocket-book. Yet all are priced to give you a 
real profit. Order yours today—from your jobber. 


Or write us direct. 


HOOVER STEEL BALL CO. 
Ann Arbor, Michigan 


SPRINKLES 
A SQUARE 
AREA 





WARE 


A whirling sprinkler that 
sprinkles a square area—that operates on the low- 





Entertainment and Golf at the Hot Springs 
~~Convention 


EVERAL very enjoyable social 

events were held in conjunction 
with the convention and an interesting 
golf tournament was staged. The first 
social affair on the program was an 
informal dance following the joint 
opening session on Monday evening. 

Tuesday noon the ladies of the con- 
vention attended a bridge luncheon, 
and on the evening of the same day 
the Old Guard held its founder’s day 
dinner, as reported in detail elsewhere 
in this issue. A formal reception and 
ball followed the dinner. 

Wednesday’s entertainment opened 
at 1 p. m. with an 18-hole golf tourna- 
ment for the men. This was played on 
course No. 1 of the Hot Springs Coun- 
try Club. Prizes were awarded for the 
lowest score with handicap; lowest 
score without handicap; second lowest 
score with handicap; second lowest 
score without handicap, and lowest 
putting score for the day. A consola- 
tion prize was also offered to players 
not participating in any other prize. 

Winners were as follows: Low gross 
score, J. B. Gordon, Southern Coopera- 
tive Foundry Co., Rome, Ga.; second 
low gross score, E. C. Palmer, Reming- 
ton Arms Co., Bridgeport, Conn.; low 
net score, W. W. French, Jr., Moore- 
Handley Hardware Co., Birmingham. 
Ala.; low putting score, S. T. Olin. 
Western Cartridge Co., E. Alton, IIL; 
consolation prize, E. J. English, Ameri- 
can Steel & Wire Co., Memphis, Tenn. 

While the men’s golf-tournament was 
in progress, the ladies enjoyed a motor 


drive, with a tea at the Hot Spring 
Country Club. In the evening an enter 
tainment was presented in the hotel 
ballroom consisting of old-time South 
ern negro cake-walkers and singer- 
followed by the floor show from the 
Belvidere night club. Informal dancing 
brought the delightful entertainment! 
program to a close. 

The entertainment committee wa- 
composed of Chairman, Robert H. 
Baker, Fones Bros. Hardware Co., Lit 
tle Rock, Ark., and the following com 
mittee members: R. J. Oglive, Oglive 
Hardware Co., Inc., Shreveport, La.; 
W. M. Bonham, C. M. McClung & Co.. 
Knoxville, Tenn.; W. S. Pinder, Vir- 
ginia-Carolina Hardware Co., Rich 
mond, Va.; J. C. Fox, Fox Bros. Hard- 
ware Company, Pine Bluff, Ark.; I. H. 
Stauffer, Stauffer, Eshleman Co., New 
Orleans, La.; E. F. Flato, Corpus 
Christi Hardware Co., Corpus Christi. 
Tex.; W. A. Shepard, Long-Lewis 
Hardware Co., Birmingham, Ala.: 
Buck Williams, Williams Hdwe. Co.. 
Fort Smith, Ark.; E. A. Leonard, Jr.. 
Bluefield Hardware Co., Bluefield. 
W. Va.; and F. M. Cooper, Knight & 
Wall Co.. Tampa, Fla. 

Mark Lyons, McGowin-Lyons Hard 
ware & Supply Co., Mobile, Ala.: 
served as chairman of the golf commit- 
tee, which had the tournament under 
its direction. Mr. Lyons was assisted by 
M. R. Peck, The McKay Co., Pitts- 
burgh, Pa.; A. C. Cade, Allen & Jem- 
son Co., Tuscaloosa, Ala.; and L. S. 
Pickup, The Stanley Works, New Bri- 
tain, Conn. 





EHFA Appliance Sales Soon 
_ To Begin 


(Washington Bureau of Hardware Age) 
Sales of electric appliances through 
financing by the Electric Home and 


| Farm Authority, subsidiary of the Ten- 
est water pressure—that sprays fine, gentle ‘‘rain’’ | 


nessee Valley Authority, will begin 
early in Tupelo, Miss., first munici- 
pality to contract for TVA power. 

In making this announcement, on 
April 17, David E. Lilienthal, presi- 
dent of the EHFA, said that at about 
the same time sales will begin also in 


| areas served by the operating compa- 


nies of the Commonwealth and South- 
ern Corporation, which has an appli- 
ance agreement with the authority. 
Mr. Lilienthal also announced the 
selection of a special TVA emblem to 
be placed on all appliances sold under 
the EHFA program. The emblem was 
designed by Young & Rubicam. New 
York advertising agency, and was se- 
lected from a large number of emblems 
submitted by various advert'sne agen- 


cies. It consists of a blue hand holding 
a lightning bolt in red, with TVA in 
large red block letters below the hand. 
Beneath the TVA is the slogan: “Elec- 
tricity for all.” This emblem, Mr. 
Lilienthal said, would be first used on 
the electric ranges, refrigerators and 
water heaters being manufactured for 
the EHFA program. 

“We shall retain rigid control of the 
use of this emblem on appliances.” 
Mr. Lilienthal said. “It can be used 
only on appliances manufactured to 
EHFA quality and price specifications 
and only on those appliances when they 
are sold in areas served at TVA rates 
or at rates which the Authority con- 
siders low enough to make use of this 
equipment feasible to families of low 
or moderate income.” 

The emblem will be used throughout 
the power department of the TVA. 
Mr. Lilienthal said. 
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Varnish practically 


SELLS ITSELF! 


It doesn’t take much stretch of your im- 


agination to figure the instant appeal of 
MOP-IT-ON to householders. Here’s why: 


MOP-IT-ON will put a VARNISH finish on the 
average size floor or linoleum in 10 to 15 min- 
utes WITHOUT A BRUSH .. . without sore 
knees, backaches or long hours of hard work. 
MOP-IT-ON is THE varnish that can be applied 
with a cloth applicator or a piece of cloth. 


MOP-IT-ON combines in one product, every ad- 
vantage of wax and varnish—without the draw- 
backs of either. It applies as quickly as wax— 
but needs no polishing or constant re-coating, 
and can be washed without harm. MOP-IT-ON 
applies three to four times faster than brushing 
varnishes, without the hard work. 
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Feature MOP-IT-ON ... and it sells! 


Mention these MOP-IT-ON advantages to any customer 
in your store and more than likely you will ring up a 
sale. Particularly at this season, every customer is look- 
ing for an easier way to re-finish floors and woodwork. 


MOP.-IT-ON is the answer. 


SALES CO-OPERATION 


To bring the story of MOP-IT-ON to your customers, 
attractive counter displays, window streamers, circulars 
and newspaper mats or electros are available for your 
use. Advertising in “The American Home” is creating 
consumer demand. Radio spot announcements are 
being broadcast in territories where distribution warrants. 


JOBBERS, DEALERS... write for proposition! 
MOP-IT-ON is being distributed through jobbers and 


dealers exclusively. A good margin of profit makes 
MOP-IT-ON an extremely profitable investment. Send the 
coupon for full details, prices and discounts. Do it now 
and share in the Spring business. 


T-Talo mm OL @) Oi -1e), iam fe) y+) aad 


The Thibaut & Walker Co.. H.A 5-10 
46th Road, Long Island City, N. Y. 
Gentlemen: 


Send full details on MOP-IT-ON. 





9 6 0 Se 6 8 8 ee 


SIMPLER TO SELL 


Because It’s 





SIMPLER TO USE 


Backed by National, Local 
and Radio Advertising, too 


New Ever Green spray makes 
garden insect control as simple 
as A-B-C. Your customers have 
only to buy it. . . mix it with 
water... and spray. No complex 
instructions to confuse them. No 
soap “spreader” required. It kills 
so many kinds of garden pests 
—including ants—that it is the 
only spray 95% of home gar- 
deners ever need to use. 


New Ever Green Advertising 
Will Increase Your Sales 


By making plant insect control 
simple and telling millions of 
home gardeners about it, New 
Ever Green will help to increase 
your garden-spray sales and pro- 
fits this spring and summer. 
National and garden magazines 
—Better Homes and Gardens, 
Country Life, Home and Field, 
House and Garden, Sunset Maga- 
zine and a dozen more—will 
spread this news from ocean to 
ocean. Widely-circulated news- 
papers in New York, Chicago, 
Los Angeles and other centers 
and local radio programs will 
shout the message “Plant Insect 
Control is now simple as A-B-C’”’. 

Illustrated talks to local garden 
clubs will supplement this adver- 
tising. Beautiful display material 
free. Also an informative spray- 
ing chart for counter distribution 
and electros for your local ad- 
vertisements. Write today for full 
information, a portfolio of ad- 
vertising and prices. 


McLaughlin Gormley King Co. 
Minneapolis 


EVER GREEN 


SPRAY 
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Alabama Retailers’ Convention 


(Continued from page 57) 


of consumer goods to such customers 
at wholesale prices. He mentioned un- 
fair buying advantages of mail order 
and chain groups and hoped this in- 
equitable situation would be curbed 
under the wholesale code. 

Joe Rowell, executive secretary, Ala- 
bama Retail Lumber and Building Ma- 
terial Code Authority conducted an 
open forum on code matters and 
quickly showed that he had made a 
genuine and serious study of codes. He 
told how the building supply lines were 
protected with a 50 per cent mark-up 
through a code clause and contrasted 
this to the mere 10 per cent protection 
in the basic retail code. He charged re- 
sponsibility for this small protection of 
10 per cent jointly to the National Re- 
tail Hardware Association, the Na- 
tional Retail Dry Goods Association, 
the mail order and the chain store in- 
terests and urged Alabama hardware 
dealers to fight for greater stop loss 
protection, saying the lumber trade 
had a 39 per cent mark-up. 

During the day a committee pre- 
pared and presented a proposed consti- 
tution and by-laws for the association. 
After some discussion this was adopted 
and the secretary instructed to supply 


each member with a printed copy and 
to supply interested prospective mem- 
bers, wholesalers and manufacturers 
with copies upon request. 

It was planned that group meetings 
will be held throughout the year in all 
parts of the State, these meetings to 
be handled by the 12 divisional direc- 
tors. The 1935 convention will be held 
about the same time next year, prob- 
ably at Montgomery, although this 
point has not been officially selected. 
Invitations for the 1935 convention 
were received from Mobile, Mont- 
gomery, Birmingham and other Ala- 
bama jobbing points. 

Secretary J. H. Crowe has offices at 
410 North Twenty-first Street, Birming- 
ham, Ala., from which point the busi- 
ness of the Retail Hardware Associa- 
tion of Alabama will be conducted. 

The closing feature of the conven- 
tion was a banquet with Birmingham 
hardware wholesalers and manufactur- 
ers as the hosts. Felton Wimberly, 
Wimberly & Thomas Hardware Co., 
Birmingham was chairman of _ the 
dinner committee and was assisted by 
Mr. Blackwell. A splendid cabaret en- 
tertainment followed the dinner. 





Supplemental Code Hearing 


(Continued from page 63) 


not sell in significant amounts to 
ultimate consumers,” was protested 
by both Rivers Peterson for the Na- 
tional Retail Hardware Association 
and A. H. Woltze for the National 
Hardware and Supply Association, 
but for entirely different reasons. Mr. 
Peterson, editor, Hardware Retailer, 
said retailers insisted that wholesal- 
ers should not sell ultimate consum- 
ers at all, regardless of quantities. 
Mr. Wolltze, executive secretary of the 
association he represented, said this 
phrase could put many of his mem- 
bers out of business. He stated their 
competition was from chain stores, 
department stores, mail order stores 
and wholesalers, and therefore to 
compete at all his members had to 
buy on a jobbing or near-jobbing 
basis. At the close of the session 
this phrase was still in the definition 
which now reads as follows: 
“WHOLESALER—(a) The term 
‘wholesaler,’ as used herein, shall 
mean any individual, partnership, 
association, corporation, or other 





firm, on an organized division 


thereof, set up to render and render- 
ing a general distribution service 
which deals primarily in hardware 
and kindred lines, which buys and 
maintains at his or its place of busi- 
ness an adequate stock of hardware 
and/or kindred lines, and which, 
through salesmen or other sales pro- 
motion devices, sells to retailers and/ 
or to institutional, commercial, 
and/or industrial users, for manu- 
facturing, equipment, supplies and/ 
or maintenance only, but which does 
not sell in significant amounts to 
ultimate consumers.” 

In this same division (Article 11), 
paragraph (b) had stated: “The 
quantity of individual and/or ag- 
gregate purchases has no relevancy 
to nor bearing upon this definition. 
The nature of the selling methods 
and practices and distribution ser- 
vices determine whether or not a per- 
son or firm is a wholesaler.” This 
has been omitted and in its place the 
following: “The character of his sell- 
ing and not the character of his 
buying distinguishes a wholesaler.” 
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This is taken from the well known 
U. S: Supreme Court decision in the 
Mennen Case and was quickly ap- 
proved when submitted. Paragraph 
(c) had read: “Any concern which 
is organized and operated for the 
purpose of supplying its own retail 
outlets or retail subsidiaries shall 
not be classified as a wholesaler.” 
Presumably intended to remove 
chain and mail order buyers from 
wholesale lists and in a previous 
form to take dealer-owned wholesal- 
ers off the jobbing lists, this clause 
was removed by general agreement 
among representatives of both the 
N.W.H.A. and the Southern Hard- 
ware Jobbers Association. 

In his protest on definitions, Mr. 
Peterson said: “The competition of 
wholesalers with their own retailer 
customers, or with the retailer cus- 
tomers of other wholesalers, is gen- 
erally regarded by all classes of 
hardware retailers as one of the 
most serious competitive situations 
they face.” As evidence that a ma- 
jority of wholesalers are doing an 
appreciable retail business, Mr. 
Peterson quoted from the Eleventh 
Edition of the HarpwarE ACE Veri- 
fied List, and entered this directory 
as “Exhibit A.” From this source 
he found 732 firms classified as 
wholesalers, among which only 274, 
by their own claims, do a business 
which is 100 per cent wholesale. 
(The eleventh edition of the Harp- 
WARE AGE Verified List was pub- 
lished in 1930. Since then the 
twelfth edition was published in 
1931, and shows 468 wholesalers.— 
Ed.) These data were used in connec- 
tion with the phrase regarding sell- 
ing significant amounts at retail, it 
being Mr. Peterson’s point that 10 
per cent or more of the total sales 
of a wholesaler might not be signifi- 
cant in relation to the whole, but in 
competition with retailers in the ter- 
ritory such sales volume at retail 
would be very significant. 

The overlapping of distribution 
codes and the likelihood of further 
complexities in that direction per- 
plexed the wholesalers and the NRA 
staff. To define “kindred lines” the 
proposed code listed: agricultural 
tools, farm equipment and sup- 
plies, gas and electric fixtures and 
supplies, household goods and sup- 
plies, plumbing and heating supplies, 
sporting goods, clocks, watches, sil- 
verware, auto accessories, radio, re- 
frigerators, paints and varnishes and 
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SPOTLIGHT/ 


AND - BREAST. 
POST. BENCH 
Cu 


AN 
ELECTRic ORILLG 


The spotlight is on this new and attractive Popular Drill 
Set, popular in name, popular in size, popular in price. An 
assortment consists of a dozen sets, each set containing 7 


sizes, 1/16” to 14”, of full length Jobbers’ Drills. 


These drills are the sizes that are used every day. The 
Display assortment helps keep your drill stock in order 
—makes it easy for you to sell a set instead of an individual 
drill—speeds up sales—simplifies handling. And above all 
it gives you a satisfactory profit. 


Properly displayed Drills become a self-selling item. And 
this display container with its attractive appearance, easily 
seen by every customer coming into your store, gives the 
right display. Finally, there’s the low selling price, always 
a good selling argument to help make the individual sets 
move rapidly. 

This Popular Drill Set really deserves a place on your 
counter. Why not get all the details? The coupon is for 
that purpose. ’ 





Branches: New York: 15 Warren St. 
Chicago: 611 W. Washington Blvd. 
Detroit: 228 Congress St., W. 


Canadian Plant: Greenfield Tap & Die Corporation of Canada, Ltd., Galt, Ont. 
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GREENFIELD TAP & DIE CORP., GREENFIELD, MASS. 


I'd like to get the whole story on your new No. 250 Popular Drill Set 


Assortment. 

NAME . 

STREET ADDRESS 

CITY Paar an sac, STATE 


MY JOBBER IS 








aelate Me dats: “4 


“Master” 


and you offer 
the finest 


... words never more true 
than of Master’s new 
Secret Service No. 7—a 
LAMINATED padlock serv- 
ing new uses and making 
new profits. 50c retail. 
In stock at your jobber. 
Master Lock Co., Milwaukee, Wis 
hdt 
MASTER 
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accessories; window glass, prepared 
roofing and “builders” supplies, etc., 
all common to the wholesale and re- 
tail hardware business. _ Protests 
were registered by specialty jobbers 
in paints and roofing, who said they 
had supplemental codes pending un- 
der which hardware wholesalers 
should operate in the sale of these 
two lines. From both sides in this 
discussion came the plea that the 
other’s code overlapped and would 
complicate compliance. To study 
this problem in connection with all 
the “kindred lines,” the committee 
mentioned previously will be ap- 
pointed. Charles Bottorf, president, 
Belknap Hardware & Mfg. Co.. 
Louisville, Ky., filed a comprehen- 
sive brief on the overlapping of 
codes as faced by his company, and 
presented his catalog to acquaint 
NRA officials with the ramifications 
of a typical wholesale hardware 
stock. It is clear that the work of 
this committee will be most vital to 
the wholesale hardware business and 
to specialty wholesalers, as some 
equitable solution is necessary or 
there can be no intelligent code com- 
pliance. 

The proposed code provided for 
15 members on the National Whole- 
sale Hardware Code Authority. Nine 
were to represent as many geographi- 
cal areas. They were to be nomi- 
nated by an electoral board com- 
prising two members from the 
N.W.H.A. and one from the S.H.J.A. 
Six candidates at large were to be 
nominated by the N.W.H.A. All 
discoverable wholesalers were to 
vote for one area candidate and 
for one delegate-at-large. Seth 
Marshall. president, Marshall-Wells 
Co., Duluth, Minn., and P. M. 
Cowan, Kelly - How- Thomson Co.., 
Duluth, who also had proxies from 
Twin Cities’ wholesalers, protested 
the grouping of areas as given for 
the Northwest territory, stating that 
neither Federal Reserve districts 
nor accepted distributing areas had 
been recognized. William E. Stout, 
American Hardware & Supply Co.., 
Pittsburgh. Pa., and George E. Hall, 
Hall Hardware Co., Minneapolis, 
Minn. (both dealer-owned jobbing 
houses), protested the lack of recog- 
nition for dealer-owned or coopera- 
tive wholesale houes. citing a Presi- 
dential order of Oct. 23, 1933, which 
requires all codes to recognize co- 
operatives. Mr. Stout asked that two 
members of the code authority be 


selected from among the seven «v- 
operatives that such types of busine-- 
might have representation in cod: 
matters and keep informed on cod: 
developments. 

Representing the interests of Met 
ropolitan New York City wholesal. 
ers, Edward L. Steckler asked that « 
separate area be created for that te: 
ritory to insure at least one code au 
thority representative conversan! 
with the problems peculiar to tha! 
distribution territory. He made this 
request because New York Cit) 
wholesalers served 10 per cent of the 
country’s population; do not have 
any retail departments or mill sup- 
ply business, and therefore have 
problems different from most of the 
other jobbers in the proposed New 
York State, New Jersey and Dela- 
ware district. 

A recess was called that a com- 
mittee might settle the problem to 
general satisfaction. The result was: 
10 geographical districts, each with a 
code authority representative; seven 
delegates to be chosen at large; all 
discoverable wholesalers to vote on 
all candidates proposed by the elec- 
toral board or to vote for candidates 
not so nominated. The delegates-at- 
large will be nominated by the ex- 
ecutive committee of the N.W.H.A. 
and S.H.J.A., working jointly. It is 
understood that the cooperatives or 
dealer-owned jobbing houses will 
have at least one representative on 
the code authority, but no disposition 
was made known concerning the re- 
quest for a Metropolitan district rep- 
resentative, nor was that area made 
an individual district. The request 
of the Northwest group was recog- 
nized. The code authority district= 
at present are: 

1—New England: Maine, New 
Hampshire, Vermont, Massachusetts. 
Connecticut, Rhode Island. 

2—North Middle Atlantic: New 
York, New Jersey, Delaware, Penn- 
sylvania. 

3—South Atlantic: Maryland, Vir- 
ginia, North Carolina, South Caro- 
lina, District of Columbia, Georgia. 

1—Gulf: Florida, Alabama, Lou- 
isiana, Tennessee, Mississippi. 

5—Southwestern: Texas, Okla- 
homa, Arkansas. 

6—Eastern Central: Ohio, Wes! 
Virginia, Indiana, Kentucky, Michi- 
gan, except the upper peninsula. 

7—Northwestern: Minnesota, Mon- 
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POC a ‘ ? 
&8—West Central: Illinois, Iowa | for new or used brushes 
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Met . Ts ‘ | 
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lave oming. fitting on each brush at the factory — 
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lave dealt with “terms of payment,” cov- | Simplicity itself — only two parts 
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STEAM CANNER 


BIG CAPACITY 


Holds 14 quart jars at one time. 
Processes a bushel of peaches in 40 
minutes. 


LOWEST PRICE 


$10 buys this big piece of equip- 
ment. 2114 inches high, 14 inches 
square. Sturdy construction. Air 
insulated doors. 


ALL YEAR USE 


An excellent steam cooker for the 
big family. Saves fuel and time. | 


BEST KNOWN 


Sold through hardware stores for 25 
years. Tens-of-thousands in use. | 
Owners tell friends. | 








This is going to be another good 
canning year. Make CONSERVO 
the center of your canning equip- 
ment display. It’s a showy piece of 
merchandise. A big value. Get 
prices—a stock—from your jobber. 


CONSERVO 


Conserves food, fuel, time 


The Swartzbaugh Mfg. Co. 
TOLEDO, OHIO 
Makers of the famous Everhot cooker 


and the Compakt line of fine electric 
cooking appliances. 
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ings were only offered to cash dis- 
counting well financed dealers, and 
therefore the practice was not neces- 
sary as an aid to dealers. 

T. W. McAllister, editor, Southern 
Hardware and secretary of the 
S.H.J.A., read a letter approving 
Mr. Bonham’s plea and stated, as his 
own opinion, that the code might 
better omit dating clauses than to 
infer the wholesale hardware trade 
at large approved long-term datings. 
William Tracy, Tracy-Wells Co., Co- 
lumbus, Ohio, and H. W. Conde, 
W. W. Conde Hardware Co., Water- 
town, N. Y., stating they were out 
of the Southern district involved, 
said the long-term dating practice 
was a hardship and handicap to 
small wholesalers, and called the 
practice a sales aid rather than a 
factor of help for either dealer or 
consumer. 

Along these lines, differences of 
opinion were expressed for some two 
hours, causing Doctor Alexander to 
comment that there was certainly a 
lack of unanimous opinion among 
hardware wholesalers. 

Leslie M. Stratton, Stratton-War- 
ren Hardware Co., Memphis, Tenn., 
and acting code committee chairman 
of the N.W.H.A., in the absence of 
A. J. Gaehr, the George Worthington 
Co., Cleveland, Ohio. said his area 
required datings for the reasons ad- 
vanced by Messrs. Bottorf and Shap- 
leigh. 

Mr. Fernley suggested maintain- 
ing the terms clause as written in 
the proposed code, stating that this 





was a compromise arrived at afte: 
long debate and was acceptable to « 
majority of members. This claus: 
declares it unfair competition “To 
sell on terms of payment exceeding 
60 days except on seasonal lines 
where future datings have heretofor: 
been customarily extended.” Docto: 
Alexander thought it was a poo: 
compromise, basing his opinion on 
the lengthy discussion during the 
day. There was some suggestion for 
omitting all trade practices in the 
supplemental code due to the lack 
of agreement among wholesalers. 
This had not been done at the close 
of the session, and it is apparent that 
NRA boards and the wholesaler code 
committees will meet again to dis- 
cuss these trade practices before any 
final code may be drafted and sub- 
mitted for official approval. 

The other trade praceices would: 
restrict cash discounts to 2 per cent 
in anticipating due date except where 
manufacturers provide greater dis- 
count; charge 6 per cent per annum 
on accounts overdue; stop cash dis- 
counts on note settlements or non- 
interest notes except in the case of 
insolvent debtors; stop consignment 
of goods except where manufacturers 
follow this plan; require wholesalers 
with retail departments to charge 
such departments on a parity with 
other retail accounts and would pre- 
vent price concessions in one trade 
area not available to all trade areas. 
These and the advance dating clause 
are still subject to further negoti- 
ation, one development of which will 
be published, if and when available. 





Clayton & Lambert 
Issues Catalog E 


This catalog shows C. & L. fire pots and 
torches for gasoline and kerosene, also a 


| repair parts list. Included in the items illus- 
| trated are torches 144A and 225 as well as 
| Nos. 51, 52 and 317 having improved con- 


struction features. Page 2 of the catalog 
includes “construction features common to 
all C. & L. tools.” Price information is 
included. Clayton & Lambert Mfg. Co., 
Detroit, Mich. 


Androck Jewel 
Kitchenware Cabinet 


Suggesting a complete line to the con- 
sumer this attractive cabinet displays 
eleven different items with jade green col- 
ored Catalin handles. Cabinet of heavy 
silver colored board is of rugged construc- 
tion and carries black designing and letter- 
ing. Cabinet available with eleven dozen 


Suggested re- 


is $19.20. The 


pieces costs dealer $12.48. 
tail value of assortment 
Lodrock 


G@AMDLES OF GENUINE CATALIN 


SAMMOT CHIP: PEEL +: on BURN 


COLOR Goes Citan THROUGH 
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E 











Washburn Co., The Wire Goods Co. Divi- 
sion, Worcester, Mass. 
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COMBINATION 


ae Woven Wire Fencing 


and Super-“T” Posts. A sensational value — 





proven by many years of service and successful 
sales records by dealers everywhere. Get be- 
hind these products and you will find a ready 
market waiting for them. Proven quality, plus 
unbeatable value makes Sterling Fencing 
equipment easy to sell in every agricultural 
territory. 

* Write today for a supply of useful Fence Charts. 
These charts have been made up to assist you and your 


trade in figuring fencing requirements. Will serve as 
fine interest creators and sales stimulators for fence. 


STERLING WIRE PRODUCTS 


Field and Poultry Fence, Fence Stretchers, Barb Wire, 
Steel Posts, Bale Ties, Farm Gates, Poultry Netting, 
Hardware Cloth, Ornamental Fence and Gates, Nails, 
Staples and Smooth Wire. 


NORTHWESTERN BARB WIRE COMPANY 


STERLING Since 1879 ILLINOIS 
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A Lifetime Sprinkler 


No Repair Bills 
No Replacement Parts 
It Never Wears Out 







Base—7'/2 inches 
Height—5 inches 
Arm Spread—8 inches 


FLOATING HEAD SPRINKLER 


You can't make money on replacements or 
repairs for the PREMAX—for there's no 


metal-to-metal bearings to wear out. 


The Premax has been called the most me- 
chanically perfect sprinkler made, and you'll 
agree when you see it. Operates on an 
entirely new principle — the head always 
floats, whether it's set for a six or sixty-foot 
circle—fine spray or a coarse rain. 


You need not hesitate a minute in recom- 
mending the Premax Floating Head Sprinkler 
to your customers. It is a high class product 
in every way, from its 
== , sturdy, non-rocking base 
of rustproof metal to the 
bright green and red 
enamel finish. 


It Talks on Your Counter... 
and Shouts on the End of a 
Hose. 


Mail Your Order 
Today For Stock 
or Sample 


At Your Jobber 
or write 
7 


PREMAX SALES DIVISION 
Chisholm-Ryder Co., Inc. 
Niagara Falls, N. Y. 
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Because Lustraglass transmits more day- 
light and also a substantial amount of the 
shorter (more valuable) ultra-violet rays of 
sunlight... 


Because it is the WHITEST of all window 
glass... 


Because it has a more brilliant lustre and 
clearer transparency... 


Because, with all these advantages, it 
costs no more than ordinary window glass. 


Whether you buy, sell or specify Lustra- 
glass, you will be assured the utmost in 
service and value. 

Lustraglass Folder 3320 is yours for 
the asking. Write for it. 

The corrugated liner package in which 
Lustraglass is shipped saves weight, saves 
freight ...an added profit for the dealer. 


USTRAGLASS 


the ultra violet ray window 7/0; 


TK AMERICAN WINDOW 
e GLASS COMPANY 





WHITEST FARMERS BANK BLDG., 


PITTSBURGH, PENNA. 


of ul! ; 


eee ictare Glass, Plonite Sale. 


GLASS an beeen. 


Ground and Chipped Glass. 


Gallaher on Distribution 


(Continued from page 56) 


the independent merchant! It is admitted that the inde- 
| pendent merchant, even today, still retains about three 
times the gross volume done by the chains! In other 
| words, the chain does about 25 per cent of our distribu- 
| tion and the independent merchant handles the remaining 
| 75 per cent. It must, therefore, be admitted that the in- 
| dependent merchant, in the aggregate, is the best customer 
| the manufacturer has! Then why does he deliberately sell 
| to chains at preferential prices; when, by so doing, he 
knows he is breaking down his best customer ? 
The chain is often considered to be a retail store which 
has eliminated the function of jobbing and is selling at 
_ only one margin—the retail markup. It is no such thing! 
The chain is an entirely new form of unit, consisting of 
a jobber, which performs all the functions of wholesaling, 
_ and a retailer which devotes all its attention to retailing. 
It demands, and gets, a full margin for both functions—so 
far, therefore, it functions in exactly the same manner as 
the old-line jobber and dealer. But there is one little dif- 
ference, which changes the whole picture. 
In the case of the independent dealer-jobber set-up, the 
dealer has been recognized as the buyer for the consumer. 
| He is, of course, in contact with the consumer, and should 
| know what the consumer wants and what he will pay. 
But actually, as we find it in practice, the dealer lacks 
a broad knowledge of merchandise—he has not the means 
| nor the ability to make market surveys and study price 
_ competition, even if he had the desire—his experience is 
| usually very limited, he hasn’t got the volume, and he often 
lacks ambition. In short, the job is too big for him. 


Dealer Overloads 


Naturally enough, under these conditions, he buys what 
he, himself, likes, without knowing much about the de- 
mands of his trading area. Having no efficient buying 
formula, the traveling salesman may easily load him up 
to the hilt with all kinds of cats and dogs, and charges 
him prices as high as he can get away with. Naturally 
the dealer is out of competition. 

Thus, the dealer becomes overloaded with slow-turning 
and valueless stocks, with many duplications; and the 
jobbers’ stocks reflect all this nonsense and also become 


tremendouly overloaded. 

| Now, the little difference between the old-line jobber- 
| dealer unit and the jobber-dealer unit which we call a 
chain store, is simply this—the jobbing part of the chain 
has control of its retail outlets, while the old-line jobber 


has not. 
Having complete control of both the wholesaling and 


retailing function, allows of scientific merchandising. 


_ which cannot possibly exist in a disorganized group of 
wholesalers and retailers. 
Thus, the chains have been able to tackle the problem 
| in a scientific manner and, through the elimination of 
waste and duplication, have been able to provide them- 
selves with vital market information, as yet unknown to 
the majority of independent merchants. 


HARDWARE AGE 











ans’ 
at | 
kno 
fror 
in t 
as tI 


acu 
con: 
wan 
can 
be | 


yeal 
volu 
com 


nul 
of c 
may 
rese 
nar’ 
cenl 


the 
beir 
carl 
vice 
H 
quit 
rela 
othe 
prol 
as j 
vair 
of | 
trib 
Ir 
the 
hely 
his 


MA 





nde- 
hree 
ther 
ibu- 
ling 
. in- 
mer 
sell 


he 


lich 
s at 
ng! 
r of 
ing, 
ing. 
—So 
"as 


dif- 


the 
er. 


uld 


cks 
ans 
‘ice 
. is 
ten 


hat 
de- 
ng 


up 


ne 
Pre 


‘in 


,E 








Instead of the dealer retaining his old function of buyer 
for the consumer, this is now transferred to the wholesaler 
—the wholesaler becomes an expert in retailing. 

Instead of haphazard buying, market studies are made. 
Consumer-demand is analyzed—his buying-power known. 
Competition is always carefully studied—then goods are 
bought to meet these known requirements. As a result of 
such studies, the chains have found that a large majority of 
the consumers’ hardware requirements can be met with some 
1500 fast-turning numbers. So, these 1500 fast hardware 
sellers represent the backbone stocks of many of the most 
successful chains. 

Having centralized control of both wholesaling and _ re- 
tailing, it becomes apparent that the items carried in both 
the retail and wholesale stocks will be approximately the 
same—and, more important still, the gross buying power of 
the wholesale hardware division of the chain is spread over 
only 1500 items, where the independent jobber, doing the 
same volume, must spread his buying power over forty or 
fifty thousand items, due to his lack of control over his 
retailers. 

The chain buyer, therefore, is in position to offer to the 
manufacturer large orders for a small number of items, while 
the independent jobber must give small orders for a great 
number of items—though the total volume of purchases may 
be the same in each case. Here, I believe, will be found the 
answer as to why manufacturers have been selling the chains 
at prferential prices, even in face of the fact, and with full 
knowledge, that they have been consistently cutting the ground 
from under the feet of the independent merchant, who still, 
in the aggregate, buys from them about three times as much 
as the chains. 


What Are We Going to Do About It? 


It seems to me, if we expect to get anywhere under the 
acute existing conditions, we must all literally look to the 
consumer for guidance—what does he want?—when does he 
want it?—what will he pay?—how much will he buy? If we 
can answer these questions and fill the order, there should 
be nothing more to it. 

From practical studies which have been going on for many 
years, it has been found that the consumer will buy in large 
volume some 1500 hardware items, and these are the highly 
competitive items as carried by the chains. 

In addition to these, there are about 3000 service hardware 
numbers for which there is a reasonably high demand. Then, 
of course, there are the seasonable items and specials, which 
may add 1000 more, making a total of 5500 items, which rep- 
resent about the maximum number of items which any ordi- 
nary hardware dealer need carry to satisfy, possibly, 95 per 
cent of the demand which will be made upon him. 

The chains, which are variety stores, of course, only carry 
the 1500 best hardware sellers, while our hardware dealer, 
being a combination of both service and variety store, must 
carry a well-proportioned, but strictly limited, stock of ser- 
vice items to maintain his position in his community. 

However, the consumer has apparently decided that he re- 
quires, and will buy freely, some 5500 hardware and co- 
related items, providing he is offered real values—but not 
otherwise. Therefore, if we are willing to accept this as 
probably being an accurate diagnosis, then it would seem 
as if we were wasting our time and resources by trying in 
vain to force thousands of useless items on the consumer 
of hardware, and thereby gumming up our channels of dis- 
tribution! 

In other and simpler language—the manufacturer, to serve 
the best interests of the country in this critical period—to 
help restore volume buying, which is imperative—to serve 
his own selfish interests—can do nothing better than to cut 
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BALL BEARING CASTERS 


VERY home — modest or pretentious — 

offers a market for Arme BALL BEARING 
CASTERS. Every home—large or small—con- 
tains one or more pieces of furniture that re- 
quire casters. 


I 


More than one set can be sold to one customer 
and profits often amount to more than are made 
on higher priced items. Get your clerks to push 
Arme BALL BEARING CASTERS for here is a 
real profit maker and what is more impor- 
tant—a repeater. 


HOW TO SELL THEM 


Roll the caster on the counter or in the 
palm of your hand. Let your customers 
see how these ball bearing casters protect 
floors and rugs and carpets. And when 
you show that it requires no effort to 
move furniture with Armes—the sale is 
made. Stock and feature Arme BALL 
BEARING CASTERS for profit. 


——— 
== 
== 
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THE ScuHatz MANUFACTURING Co. 
POUGHKEEPSIRF, N. Y. 


Get Your 
Share of Acme 


Profits 
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‘TOOL BOX OF AMERICA 
/” 


forme, all 


“I don’t use tools as much as a car- 
penter does, of course. Buil dv a lot of 
puttering in the basement ard I have 
built several things that my friends tell 
me are pretty good.” 

“I have started using Stanley Tools 
and I have never found any reason for  s7aNLEY-ATHA No. 513s 
changing. Sometimes I get ‘flush’ and at $1.25_ : 
buy a particularly good one but as a eS Se 
rule I find a moderate priced Stanley _ the finest tools. 

Tool which will ‘fill the bill as far as 
I am concerned.” 

You can make more money and sat- 
isfy every tool user by concentrating on 
the Stanley line. Out of the “Tool Box 
of America” come tools to meet every 
requirement in quality and price. You 
are able to meet competition in every 
price range with tools of better quality. 







“STANDARD” No. 1013, 
at $1.00 

A real value tool at a pop- 

ular price. 





STANLEY 


THE TOOL BOX OF AMERICA 





NEW BRITAIN, CONN. 


“ARROW” No. 111% 
at 60c, 
A bargain for the occas- 


STANLEY TOOLS of Highest Quality— ional tool user. The price 
the choice of artisans for over 80 years ‘inches the sale. 


STANLEY FOUR SQUARE TOOLS — unusual tool value for 


farmers and householders 


STANLEY DEFIANCE TOOLS — low priced, practical tools 


for the occasional user 
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hte his lines severely—withdraw every number which does 
not sell readily—and produce only such items as meet with 
ready consumer acceptance. He should then price these goods 
to meet, quality for quality, all competition—thus his line 
will be placed on a true-value basis. 

If the manufacturer will make careful market studies 
find out which of his numbers are in active demand—re-price 
these numbers to meet competition—see that there is a mat 
gin for the wholesaler of at least 21 per cent on his selling 
price, and at least 30 per cent for the retailer on his selling 
price—concentrate his entire efforts on these few items 
he will be surprised to find that his gross volume will in- 
crease rapidly—his costs go down and his profit rise. 

This can be done—it has, and is being done; and where it 
is being done, the manufacturer has been loaded down with 
orders. In other words, concentrate on your few best-sellers 

push the balance of your line to the background for the 
present—readjust your consumer prices to meet equal quality 
competition—see that the jobber and dealer get enough to 
pay for their services—and you will immediately begin to 
prosper—your operations will expand—your business will 
become profitable. 

I know that many of you will say it can’t be done—that 
you couldn’t sell enough of these few numbers to cover your 
overhead. Have you ever tried to do it? As a matter of 
fact, the moment you would cut down your offerings to in- 
| clude your few best-sellers, your selling expense would lit- 
erally fade away. It costs very little to sell best-sellers. It 
costs a great deal to sell slow-movers. The volume in best- 
sellers—at the right price—is great. The unit volume of 
slow-sellers is always small, and cost of making and handling 
is great. 


Pruning Knife on Overhead! 


Of course, to do this you will have to use the pruning knife 
on your overhead—but what of it? You are not going to 
get anywhere unless you do! What you well-established con- 
cerns need most is to get back in the picture—you must meet 
the competition of the new concerns which you brought into 
the field. If you don’t, you’re through; and the only way you 
can offer equal values today is through increased volume on 
the few numbers that are selling, instead of scattering your 
money and your efforts over a long list of items which are 
not selling. 

Many blue-chip manufacturers are selling the chains and 
catalog houses, whether we admit it or not. Some of you are 
selling your own brands to these concerns—some are making 
special brands for them. But, in any event, you are selling 
them the best quality of goods you can produce—often better 
quality than you build into your own blue-chip brands. 

There is no objection to your selling to chains—they are 
good customers and are good pay. But there is a very good 
reason why you should not sell the chains at lower prices 
than you quote to your best customers—the jobbers! I am 
going to try to make this clear. 

We manufacturers are only selling the chains our best- 

sellers, for the very good reason that they do the buying 
we don’t do the selling—you can’t “sell” them anything—and 
they buy only best-sellers, which they know they have a 
market for. 
On the other hand, we are “selling” the jobber—unfortu- 
nately for him—and we are high-powering him into buying a 
great mass of cats and dogs that you couldn’t possibly sell 
to anyone who was a keen merchandiser. 

We have built up a regular organization of keen, high- 
powered sales executives, who oversold the jobber for years. 
Their sole object in life is to load the jobber down with 
goods you can’t sell to anyone else. These men don’t sell 
“best-sellers”—“best-sellers” sell themselves. They do sell 
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the balance of your line, which, in most cases, both the jobber 
and dealer would be much better off without. Thus, manu- 
facturers are directly responsible for the plight of the inde- 
pendent jobber and dealer, and it is the manufacturers who 
have put them out of competition. 

And, after having loaded them down with a lot of slow- 
turning and often worthless stuff—after having received from 
them a very handsome volume on a mixed order—we have the 
nerve to sell our few best-sellers to the chains at very low 
prices, because of the “volume” they give us on these few 
numbers, then we refuse to give the same price to the job- 


ber on these “best-sellers” because, we state, his volume is not | 


as great as is that of the chains. 

It is a question, of course, of the concentration of buying 
on the few best-selling numbers vs. the same volume scattered 
over a large variety of goods. We will talk of this later. 

But why don’t you try to soft-pedal your sales to jobbers 
on the slow-movers? You could dispense with most of your 
high-powered salesmen if you did! And this is probably your 
highest item of expense. Why don’t you educate the jobber 
to buy only what you know he can sell rapidly? 

Why don’t you give the jobber the benefit of the chain 
volume on your fast-turning goods—his volume added to theirs 
would probably fill your plant, as his potential buying power 
is three times greater than that of the chains. As a matter 
of fact, gentlemen, this is just about what you’re going to 
have to do—whether you like it or not—the jobber is get- 
ting wise! 


We Must Fight Fire With Fire 


There is no question in my mind that greater values at the 
mill are a necessity, and are forthcoming—that the cost of 
distribution is going to be lowered. The country is in revolt. 
There is a passive buyers’ strike on right now, though we 
may not be willing to admit it. 

The Government has been pouring billions into the crude- 
material areas with the sole purpose in mind of trying to 
bring the buying power of these areas into better balance 
with the industrial areas; and, while it has been doing this, it 
has, at the same time, wished on industry higher costs for 
both labor and material. 

As a result, we find ourselves working on a higher plateau 
of prices, but the out-of-balance condition is getting steadily 
worse, instead of getting better. 
getting more for what he has to sell, but he is also paying a 
lot more for what he has to buy 
nothing, but, on the contrary, has lost. 


You may be asking yourselves how I reconcile my previous 
statement to the effect that we should reduce prices—give 
greater values, in order to stimulate sales, with my last state- 
ment that due to NRA our costs have been forced up, which 
in itself would seem to spell higher prices for manufactured 
goods. 

Well, the answer has already been explained—we are 
manufacturing too many unnecessary items, the cost of mak- 
ing and selling of which is warranted only in boom periods 
—these slow-turning items are a direct burden to our business 
—they increase our volume, it is true; but this increased 
volume is not profitable. 


Our profitable items are the fast-sellers—they not alone 


are the ones which are carrying their share of the business | 
—they are also carrying the losses created by our slow- | 
turning items. Therefore, the price we must set on our fast- | 
sellers, in order to get by, is fictitious—is completely out of | 


line when considered from the standpoint of real value. 


When NRA came along—forced up our costs—we were | 


STANLEY 


given to understand that it would be all right to raise our 
prices to cover the actual rise in these costs. This would have 
been all right if applied in proper proportion only to that 
part of our production, our best-sellers, for which there was 
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O= 1 JUST KNEW 
WHAT | WANTED” 


“I guess my contractor om 9 I was a hard buyer. 
I’m not. It was just that I had battled too long with 
muscle-bound garage doors.” 


“He suggested Stanley ‘Roll Up’ Doors and showed 
me a nearby installation. From then on it was easy. 
I'm passing the word along to you dealers. If you 
show more yew the advantage of this equipment 
you will pick up some nice business.” 

Stanley “Roll Up” Doors come ready to install. 
The doors are made in horizontal sections and in 
styles to match any type of garage. The doors are 
absolutely weather.tight and are so nicely balanced on 
heavy spiral springs that they practically “float” into 
the opened or closed position. 

Stanley Door equipment is complete, with attrac- 
tive and smooth working installations for ev ery size 
of ———- All types sa are included: swinging, 
sliding, folding and overhead—for private garages, 
service stations, warehouses, fire stations and any 
commercial or in- 
dustrial opening. 


Write for full details. 


THE 
STANLEY WORKS 


New Britain, Conn. 


DOOR 


EQUIPMENT 


FOR EVERY TYPE OF DOOR 
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You could save enough 


—it might be worth your while to 





experiment with different quali- 
ties in rivets, and take a chance. 
But can you make a rivet ‘“first- 


cost’’ saving that will warrant this? 


We think not. 


~ TUBULAR 
RIVETS 


Are Quality Rivets 


Dependable-Inexpensive 


The fact that TUBULAR RIVET & STUD COM- 
PANY Rivets are 100°; usable—and inexpen- 
sive besides—substantiates this belief. 

These Rivets protect the quality of your work- 
manship . . . and are thoroughly dependable. 
We know you will find them satisfactory in 
every respect. 


TUBULAR RIVET 
 & STUD CO. 


BOSTON, 
MASS. 















The largest factory in the world devoted to the manu- 
facture of Tubular and Clinch Rivets 


ane 
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| an unorganized mob. 


a ready market—it was not all right when applied to: our 
entire line, and for the purpose of financing an inflated capital 
structure, and an exorbitant overhead maintained to*force 
unnecessary and valueless merchandise on a non-receptive 
market. 

Most of us have been experiencing better business—we’re 
all very happy because of the apparent improvement. Don’t 
let us fool ourselves—it’s our own money we're receiving—tax 
money taken out of one pocket—passed through our books 
so that we shall be sure to pay taxes on it—then what is left, 
we are putting in the other pocket, and telling each other 
“what a grand and glorious feelin’” it is that business is im- 
proving. 

Don’t forget that there are still millions of idle workers— 
that our capital goods industries are at a standstill—that 
Uncle Sam is about at the end of his spending spree—that 
unless private spending comes into the market in volume 
within the next few months, the demands from the dole chasers 
will become so great that direct money inflation will likely 
result. Not such a happy outlook! 

On the other hand, there is about 11% billion dollars hoarded 
up, which, if spent freely, would stimulate the free inter- 
change of goods and services to such an extent that our mills 
could start up on really profitable volume business—employ- 
ment would rapidly increase—the demand for capital goods 
would at once be felt—the capital goods industries would 
begin to employ workers, and we would then actually be on 
a sound road to recovery. 

Our patriotic duty, as well as our duty to our own selfish 
interests, is to bring this hoarded money into the market place 
and get it into circulation as quickly as possible. It can be 
done only by offering such things as people want now— 
things which they are willing to buy now—at prices which 
they consider to represent real values. It can be done in no 
other way. Therefore, Mr. Manufacturer, you can help the 
country and yourself by concentrating on your best-sellers, 
and pricing them so that people will buy. 


Jobber-Dealer vs. Chains 

The chain merchandising unit has been briefly described— 
today it is the cheapest route, for the merchandise it can 
handle, between manufacturer and consumer—there is no 
question about this. It has its limitations, but it must be 
recognized as doing a real job, so far as it goes. 

Can the independent jobber and dealer compete success- 
fully with the chain? Yes and no! If the old, independent 
set-up is maintained, frankly I can see little hope. Because 
it'is just like a trained and well-equipped regiment fighting 
If the mob becomes organized in a 
similar manner—becomes properly armed and properly led, 
it certainly could lick the regiment, due to superior numbers. 

In other words, the order of the day is to reorganize the 


| independent dealers into groups which are serviced by some 





one jobber who has prepared himself to assume command 
of the group—to simplify the dealer’s stocks and his own- 
become the buyer for the consumer—buy only what his market 
surveys tell him his dealers can sell—buy backward, starting 
with what the consumer will pay. In short, render all the 
sundry and various services to the dealer group, which are 
now provided by the chains for their respective groups. 

This is too long and too technical a matter to discuss in 
detail. I will state, however, that I have been actively work- 
ing with this matter for the past eight years—that a number 


| of highly successful groups, being serviced by single jobbers, 


are in existence—that they are all highly successful—some 
much further advanced than others—but all of them have 
proved the principle as being sound. 

They are able to meet all competition—have reduced their 


| stocks to active and fast-turning numbers—have jacked up 
| their rate of turn by four or five—have increased their volume 


of sales greatly—and they have all made money. 
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These group-jobbers buy from manufacturers exactly like 


the chains—they buy, of course, a larger variety of hardware | 
items—nevertheless, their buying power is concentrated on | 


such a few numbers, that they are able to demand and get 


anything they want at prices as low or often lower than the | 


prices paid by the chains. 

They have learned, as have the chains, that there is avail- 
able just as good and often better merchandise than that 
which bears a blue-chip label. They buy on specification— 
have laboratories to check up the shipments—place their own 
guarantee on what they sell, and find that the consumer will 
accept their word, and buy their real-value, guaranteed goods 
under any label, as readily as they used to buy nationally 
known brands in the past. 

Today, throughout the country, there is an intense and 
growing interest among jobbers in this dealer-servicing plan 
—so much demand has been made on me in recent months 
for information regarding the technique involved, that I have 
been forced to publish a pamphlet on the subject in order 
to answer the inquiries that are pouring in. 

If signs do not fail, we are very likely to see within the 
next year or two a complete reorganization of the old-line 
jobber-dealer unit, into a new and highly efficient unit, which 
can not only compete with any other kind of combination, 
but can beat it. 

These new units, however, must of necessity become highly 
selective in their requirements, and this will become more and 
more apparent to manufacturers as time goes on. 

To sum up—it would seem as though we must for the 
present, at least, look to the consumer for guidance as to 
what we manufacture and what we buy for stock. We must 
be sure of ready sale before we produce. Our goods must be 
priced to meet open market competition, quality for quality. 
We must see to it that both jobber and dealer each get ade- 
quate margins for their services. We must concentrate our 
efforts on ready-selling numbers—reduce our cost of doing 
business by eliminating all that is unprofitable. 

Do these things, and I believe we will be able to obtain 
the ample and profitable volume necessary, on a smaller 
number of items, at a much lower cost of doing business, and 
stand to make a substantial profit, in spite of our added costs 
for material and labor. Then, later on, when prosperity is in 
full swing again and people are buying freely, we can get 
back to pushing the slow-turning numbers in our line. 


Convention Calendar 


Week of May 21, 1934 


Triple Convention—Southern Supply and Machinery Distribu- 
tors’ Association; American Supply and Machinery Manu- 
facturers’ Association, and National Supply and Machinery 
Distributors Association. Netherland-Plaza Hotel, Cincin- 
nati, Ohio, May 21, 22, and 23, 1934. Southern Association 
Secretary: Alvin M. Smith, care Smith-Courtney Co., Rich- 
mond, Va. -American Association Secretary, R. Kennedy 
Hanson, 2010 Clark Bldg., Pittsburgh, Pa. National Asso- 
ciation Secretary, George A. Fernley, 505 Arch St., Phila- 
delphia, Pa. 


Week of June 4, 1934 


Carotinas—The Hardware Association of the Carolinas An 
nual Convention, Franklin Hotel, Spartanburg, S. C., June 
5 to 7 inclusive, 1934. Arthur R. Craig, secretary-treasurer 
803 Commercial Bank Bldg., Charlotte, N. C. 


Week of June 18, 1934 


35th Annual Congress of the National Retail Hardware Asso 
ciation, Hotel Fort Des Moines, Des Moines, Iowa, June 
18 to 21 inclusive, 1934. Managing director, H. P. Sheets 
130 East Washington Bldg., Indianapolis, Ind. 
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You can get quick 
REPLACEMENTS 
when your stocks 


run low 


e@ Enormous reserves of Empire bolts and nuts 
in three huge plants assure prompt service on 
all your stock requirements. 

You can always keep up with your needs. 
When there’s a rush—a letter, wire, or phone 
call to the nearest R.B. & W. office will put your 
order on the books and your shipment on the 
loading platform before the day is out. 

All standard styles and sizes in stock, and 
many of the less usual. And all Empire quality— 
which means accurate thread fit, clean finish, 
and great strength. 





WE DO ouR *aRT 


RUSSELL, BURDSALL & WARD 
BOLT & NUT CO. 


PORT CHESTER, N. Y. 
ROCK FALLS, ILL. CORAOPOLIS, PA. 


Sales Offices at Philadelphia, Detroit, Chicago, San Fran- 
cisco, Los Angeles, Seattle, Portland, Ore. 
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024—The 
BEST 
SELLER 


Among Glass Cutters 
Has the New 


Precision Machine 
Made Alloy 
Steel Wheel 


024 has been further im- 
proved! You can now 
point out to your customer 
the precision machine made 
wheel of modern alloy steel, 
which cuts better and lasts 
longer. The wheel is shaped 
under terrific pressure before 
being ground and honed, 
giving it lasting toughness 
and temper. It is also 
PREGREASED. Axle is over- 
sized and of Monel metal— 
strong, non-wobbling. 


LANDON P. SMITH, Inc. 


IRVINGTON, N. J., U. S. A. 





EVEREDY 
Bottling Equipment 






No. 250 Climax Capper: Big- 
gest selling post capper in the 
low-priced field. A great val- 
ue to retail for only 65 cts. 


No, 150 Everedy Gear Top Cap- 
per: With Everedy's exclusive, 
unbreakable, U-Beam steel post. 
Retails for $1.35. 








No, 400 Everedy 
Syphon Filter: — 
ons and filters bev- 
erages in one quick, 
easy operation. Re- 
tails for $1.00. 


Sold by all good jobbers. Prices 
slightly higher in Far West and 
Canada. Write for circulars today. 








The 
FREDERICK 
EVEREDY KE 9 
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turers’ 


C. J.Whipple on Basic Wholesale 
Code 


(Continued from page 51) 


who sold the wholesalers and_ then 
cheated here and there either by sell- 
ing to mail order houses and chain 
stores at a considerably lower price, or 
by selling to retailers at a price so 
close to the wholesale price that there 
was insufficient margin for the whole- 
saler. I make this statement because 
I want to be fair and not to have the 
impression remain that the hardware 
manufacturers are the only ones who, 
in the past, followed questionable prac- 
tices in their distribution policies. 

The greatest disappointment as far 
as the application of the whole matter 
of codes is concerned, and I am not 
referring particularly to the Basic 
Wholesale Code, is the fact that, 
as yet, cut-price competition from other 
channels of distribution has not been 
taken care of. One needs a sense of 
humor to listen to manufacturers who 
were exceedingly careful to see that 
certain outlets were permitted to buy 
large quantities or to contract over a 
long period ahead, knowing perfectly 
well the predatory methods of pricing 
followed in the past. Usually, these 
manufacturers are very critical of job- 
bers’ efforts to help retail dealers meet 
competitive situations. Of course, the 
true answer is that such manufacturers 
do not want to have the cut-price out- 
lets controlled. No one knows better 
than the supplier of a cut-price outlet 
the business that particular manufac- 
turer would lose if the price to the con- 
sumer was advanced to a parity with 
a fair price of an independent retail 
dealer. 


Differential Cheues 
Application 


The formal application of this dif.- 
ferential clause is a very different mat- 
ter. It provides that a public hearing 
be held and that all interested parties 
have a right to be heard. That means 
a lot of time and expense. I do not 
think hardware wholesalers feel that 
it is necessary to go to all that trouble 
except, perhaps, on lines of very great 
importance, where inequalities have 
existed in the past. For the most part, 
I believe that it will be to the interest 
of hardware manufacturers, who secure 
a substantial proportion of their busi- 
ness from wholesalers, to voluntarily 
qualify under this clause. A _ letter 
will be sent out to all of the members 
of the American Hardware Manufac- 
Association inquiring — their 


wishes as to whether or not they care 
to qualify. A tabulation of replies will 
be sent to members, and I believe it 
reasonable to assume that most whole- 
salers will feel that it is to their in- 
terest to patronize manufacturers who 
are willing to observe this differential 
clause. 

The secretary of the National Whole- 
sale Hardware Association has com- 
piled a tentative list of hardware whole- 
salers. This includes not only mem- 
bers of the National Wholesale Hard- 
ware Association, but non-members as 
well. Until the NRA, we were in- 
formed that it was illegal for an asso- 
ciation to make up a list of this kind, 
but we are now advised that we have 
a right to do so. This list will be 
available to all manufacturers upon 
request, and if any names of whole- 
salers have been omitted through er- 
ror, a prompt investigation and correc- 
tion will be made if the secretary’s 
office is notified. 


Hopeful of Correction of 
Distribution Problems 


We are hopeful that the application 
of the differential clause will tend to 
correct some of the problems of dis- 
tribution that we have encountered in 
the past. If the manufacturer of hard- 
ware really wants to “play fair,” he 
will extend jobbing prices only to those 
who qualify as hardware jobbers. That 
means taking off the jobbing list a lot 
of retailers who have printed “Whole- 
sale” on their letterhead. There is not 
the slightest objection to manufac- 
turers selling retailers direct, provided 
they do so on a price basis that re- 
flects the extra costs incurred by this 
method of selling. In the hardware 
field we do not find merchandise com- 
petitively priced that is only sold di- 
rect from the manufacturer to the deal- 
er. Most lines now distributed that 
way are specialties and could not be 
considered as truly competitive. As 
jobbers, we seriously object to a manu- 
facturer using the low production costs 
which he gets as a result of the large 
volume secured from jobbers to sell 
chains or mail order houses on a still 
lower basis, or to sell retailers at a 
price level that he could not make if 
he did not have the jobber’s business. 
This differential clause will provide a 
very much more orderly means of dis- 
tribution if manufacturers are willing 
to play fair and cooperate. 
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WHA! OUR CUSTOMERS SAY 


ESTABLISHED 167) 








January 2, 1934 


Cuneo Catalog Service Co. 
2242 Grove St. 
Chicago, Ill. 


Gentlemen: 


We have held off writing you relative to our 1954 catalog 
which you just recently produced for us, until such @ time 
as we had the reaction and honest opinion of our retail 
dealer friends and our salesmen. The response has been 
very gratifying. 


The manner in which you handled the production of this 
book relieved us of a great amount of detail work here in 
the office. It has saved us considerable time and has 
given us the best and most economical catalog we have ever 
issued. This opinion covers all phases of the work: com- 
pilation, composition, printing, and binding. 


ioe S—Rak, 


We want you to know that we are "all for” every member of 

your organization and the splendid manner they have co- 

operated in producing this new book. 
Yours very truly, - 
BLISH, MIZE & SILLI 


as 


RBJ:S = 























OTHER COMMENTS 


“The Blish catalog you have sent us has been carefully 
examined and looks very nice, indeed. We believe your inter- 
changeable, standing unit system will fill a long felt need.” 

“We have also received copy of the Blish catalogue you 
sent us and will say that it is one of the finest catalogues 
we have ever seen and it is further convincing to us that you 
are evidently the best equipped house to build such work 
as this.” 

“We received the copy of the new Blish, Mize & Silliman 
Hardware Company's catalog. Everyone agrees it is an 
exceptionally nice job and when we are back in the market 
for catalog service we shall not fail to give careful constdera- 
tion to what you have to offer.” 

“We have yours of December 8th in reference to copy of 
the new catalog built by you for the Blish, Mize & Silliman 
Hardware Co., and would advise that this was received by 
us, and upon examination find it one of the best compiled 
catalogs we ‘have had in our hands.” 

“We have looked over this catalog since its receipt and 
can well understand why you should be extremely proud of 
its style and setup. All that you say about this catalog in 
your letter to us of Nov. 15th is perfectly obvious and we 
congratulate you heartily upon its compilation.” 

“This copy that you sent us is quite interesting. It is well 
compiled and condensed, yet without losing track of the 
salient points in listing each ine m that is so necessary in 
g:ving a dealer as comple te a knowledge as possible of the 
‘tems he intends to buy.” 





THE CUNEO CATALOG SERVICE CO. 
TWENTY-SECOND *CANAL:GROVE STREETS | CHICAGO- ILLINOIS 











both. 


salt water use. 





®@ Seven foot sailfish caught 
off Port Sewall, Florida, by 
Mr. William F. Hoerle, fac- 
tory manager of the Union 
Hardware Co. No. 7505 





Lands Fishermen as Well as Fish 


Nothing gets away from the dealer who sells “Union” 
Fishing Tackle—nor the fishermen who use it—it lands 


Steel Rods for every requirement including Casting, 
Bait, Fly, Extension, Telescopic, Muscallonge and Trunk 
types. Split Bamboo Rods for brook fishing, rivers, | 
lakes, streams and the more rugged types for surf and 


“UNION” Fishing: Tackle 


also includes the most popular selling Reels for both 
fresh and salt water fishing. 


“Union” quality and reasonable prices keep the 
Union line moving. Good dealer profit. Send for 
Catalog No. 16, it illustrates and describes the complete 
line. 
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@® Your Jobber Will Supply You @ | 





HARDWARE COMPANY 


No. Boca F 
2 Piece 
Reg. U. S. Pat. Off. wioooume salt Water 


TORRINGTON, CONN. - 
Established 1854 Fic psanacon sane 
New York Office, 151 Chambers St one = 
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ARMS?RONG 


Drop-Forged 
°°C°° CLAMPS 


There are few things worse than a clamp 
that fails, no surer way to lose business than 
to sell them. 


Today tool buyers expect value and the sur- 
est way to give it in “C” Clamps is to sell 
ARMSTRONG Drop Forged clamps that 
never fail. Drop Forged from special steel, 
accurately machined with screws of special 
steel, they will not spring, spread or loosen. 
4 types. All sizes. A name that brings busi- 


ness ; the quality to hold it. 


Write for Circu- 
fers ox “G” 
Clamps and other 
hardware lines. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 

314 N. Francisco Ave., CHICAGO, U.S.A. 

New York Sales Office: 109 Lafayette St. 








Sell the Oldest 
SAFEST 


INSECTICIDE 


Fit F, 
BIG ems RN 
Stock These 
NOW! 


Handsome profits are easily 
made with the old-established 
Hammond line of Insecticides 
and Fungicides. The standard 
mark-up on all our products is 
66 2/3%. . 


SLUG SHOT THRIP JUICE 
GRAPE AND ROSE DUST 
STABILIZED ROTENONE DUST 


Advertising now appearing in leading 
Farm Papers and Horticultural Maga- 
zines. Highly attractive packages and 
display cartons. 

Now is the time to stock Hammond 
products. Write for dealers’ prices. 


HAMMOND PAINT & 
CHEMICAL COMPANY, Inc. 


46 Ferry Street 
Beacon, N. Y. 


with 


ROTENONE 











Bonham’'s Code Talk 


(Continued from page 45) 


representing each industry. There are 
two reasons for this: First, these men 
are naturally more familiar with the 
various complexities of manufacture, 
distribution and prices in this particu- 
lar industry, and can handle it more 
intelligently than any outsider could 
possibly do. As a _ check against 
selfishness on the part of these indus- 
trial heads, it would be all right for 
their decisions to be reviewed by repre- 
sentatives of labor, consumer, and the 


Government — representing everybody. 
These industrial heads, having a 


secondary responsibility in their own 
industries, would be willing to serve at 
a lower figure than- would outsiders. 
Second, if the control of these codes 
and the industries under these codes 
becomes purely a Governmental func- 
tion, it will become the largest and 
most objectionable of all the bureau- 
cracies we have ever had or ever ex- 
pect to have. Positions on same would 
become choice morsels of political 
spoils, and all of the industry of the 
country would be run very expensively 
by men interested only in_ political 
domination. So, let industry assume 
the burden willingly, which the Gov- 
ernment at this time seems disposed to 
pass on to it. If we refuse, or neglect, 
or fail, we will have no one to blame 
but ourselves, and all the rest of our 
lives will be “bound in shallows and in 
miseries.” 


Wholesale Function 


The Code Hearings have brought to 
light many things to the advantage of 
the wholesaler. Under fire for many 
years as a useless and expensive mid- 
dleman with a clumsy and inefficient 
system of distribution, it has been 
shown that his function of a time and 
place economy is both efficient and 
economical; that he not absorb 
even a reasonable margin for the ser- 
vices performed. In fact, his position 
resulting from the searching investiga- 
tions through which he has passed has 
become stronger than ever. It has 
been shown that the cost is greater in 
most lines which reach the consumer 
through those systems that claim to 
eliminate jobbing service, and that their 
lower prices are due to extra price con- 
cessions made by the manufacturers to 
the so-called direct channels—conces- 
sions made possible only by the fact 
that the jobbers were paying the over- 
head while being subjected to this un- 
fair discrimination in prices. Further- 
more, there are other channels of distri- 
bution that are not through the jobber 


does 


which would not succeed were it not 
for the framework which the jobber 
supports and sustains. The direct ta 
retailer sales made by many manufac- 
turers would not be successful were it 
not for the jobber’s position in supply- 
ing the retailer with the host of article: 
he cannot buy in suitable quantities 
from the factory. Many retailers hav 
found themselves loaded with unwieldy 
and unprofitable inventories due to di- 
rect purchases from factories, which in 
almost every case results from buying 
more heavily of such lines than his 
turnover justifies. There is every pos- 
sible justification for the jobber dif- 
ferentials provided in the Wholesale 
Code, and nothing but a lack oi 
familiarity with merchandising prob 
lems would lead to a denial of this fact 

The pendulum always swings as far 
forward as it does backward. Now it 
would seem that if under the cod 
wholesalers are to be given that con- 
sideration to which they are entitled 
in the way of differentials, it is be- 
coming very popular to be a jobber, 
and it would seem that many manufac- 
turers are disposed to welcome into the 
fold every possible dealer who can, 
through any sort of technical arrange- 
ment, become a jobber. This is note- 
worthy under the Steel Code, and the 
words “about to become” in the Stee! 
Code are taking on a very definit 
meaning. 

There is no effective plan provided 
for checking on applications for job- 
ber’s agreements, to see whether the 
applicant is a jobber within the design 
of the code. The applications are taken 
by salesmen of the various mills, and. 
like any other salesmen, they are going 
to do all they can to protect their cus- 
tomer and give the customer what he 
wants. There has certainly not been 
very much discretion used in this re- 
spect, as we gather from a list of thos« 
whose applications have been filed. 

It seems the Institute takes the posi 
tion that these applicants are valid 
except “upon complaint,” putting the 
burden of questioning the jobber status 
of these applicants on the mills and on 
other jobbers. In view of the fact that 
probably all the mills are guilty in a 
greater or less degree of favoring on¢ 
or more of these applicants who art 
not real jobbers, it is not much to be 
expected that a mill who is offending 
in one section will complain of an of 
fense in another section. Also, jobber: 
under the anti-trust act are not per 
mitted to attempt to say to the manu 
facturer whe is or is not a jobber. 

If the Steel Institute is sincere in 
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their definition of a jobber, and in their 
desire to protect the jobber, there 
should certainly be some more effec- 
tive arrangement made. It would seem 
that not only for the purpose of com- 
plying with the Steel Code but for the 
purpose of being on the jobbers’ list 
with other manufacturers, all sorts of 
reorganizations and readjustments are 
being made. The question is: To what 
extent will manufacturers as a whole 
question the list of new so-called job- 
bers who will want to buy from them 
under the jobber’s differentials as pro- 
vided by the code? Unless there is a 
degree of caution used in this direction, 
the jobber’s position under the code 
will be worse than it was before, when 
it was not so popular to be a jobber. 


Invasions 


The jobbing field of operations is 
being invaded from every angle, and 
in many lines those competitors who 
are chiseling in are those who seek the 
jobbing differential without giving the 
jobbing service which justifies the dif- 
ferential. No objection to jobbers who 
give a jobbing service, but to dealers 
who get jobbing differentials without 
giving the service—those who serve only 
a few chain stores of their own and 
become jobbers for that purpose. A 
trade report is to the effect that several 
small chain organizations are seeking to 
evade code restrictions in the purchase 
of supplies by setting up dummy job- 
bing establishments in some lines. They 
set up companies with managers of 
the stores acting as directors of the 
company. Assistant managers are 
designated as salesmen for the jobbing 
house, and sell goods to other stores in 
their chain. On the basis of this set-up, 
it is plain the small retail chains are 
claiming and getting jobber’s discounts. 

Many wholesale lines, particularly 
grocery lines, invade the hardware field, 
and without a knowledge of the margin 
needed in hardware distribution, at- 
tempt to distribute these lines on a 
grocery cost of distribution, without 
profits to themselves and with serious 
inroads on the hardware jobber’s fair 
margin. It is to be hoped that the 
codes will ultimately recognize this 
condition and provide for it. Perhaps 
hardware jobbers will take on some 
grocery lines. 

The percentage of cost in distribut- 
ing hardware is largely controlled by 
the jobber’s volume in his own ter- 
ritory. By “his own territory” is meant 
the territory within which he can distri- 
bute without having to equalize freights 
to any great extent. This territory is 
not fixed, but variable, depending on 
the class of goods distributed. 
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Must Not Expect 
Too Much 


We must not expect too much. The 
code is not intended to do away with 
competition or to make it easy for 
anyone to make a profit, but to elimi- 
nate as far as may be unfair methods 
of competition. Close, careful, eco- 
nomical management is more necessary 
than ever before. Labor will show a 
tendency to be slack, and a large part 
of our expense is in our salary account. 
Management must overcome this as far 
as possible. “The law that was shall be 
the law no more.” We must take a 
fresh look at everything. When con- 
tract bridge replaced auction bridge, 
card players had to unlearn many old 
rules and develop finesse under the 
new rules. Same cards, but different 
game. All we can ask is that the New 
Deal be a Fair Deal; then it will de- 
pend on the players’ skill. Perhaps 
the stakes, too, will be smaller. If we 
can earn a good steady profit over a 
term of years, it may be better than 
abnormal profits for some years, offset 
by subnormal profits or losses for other 
years. But unless industry, operating 
under the codes, with its increased 
costs of operation due to minimum 
wages and maximum hours, can secure 
a margin which will give a satisfactory 
return for the capital, risk and the ef- 
fort and skill required to manage a 
business, there will in the final analysis 
be a gradual thinning out of those who 
are willing to assume these risks and 
do this work, which would ultimately 
mean that it will have to be taken over 
by the Government. This will be a sad 
dav for American industry, and a sad 
day for the Government, and a job 
that is now being done well in spite 
of defects would be very clumsily and 
inefficiently done at a great expense by 
the Government. It is not to be imag- 
ined that any such thing as this is con- 
templated except by the wildest of radi- 
cals, and there is too much at stake for 
the great majority of our people for 
them even to permit any social or eco- 
nomic changes now in process to go to 
so great an extreme. With all the 
faults of the capitalistic system, it can 
be improved by correcting these faults 
and be a thousand years ahead of 
Communism, Fascism or any other of 
the new European experiments. I am 
one of those who believe that periods of 
prosperity and depression are inherently 
and permanently a part of our eco- 
nomic existence. We may mitigate 
their folly or their intensity, but human 
action and reaction in the mass are as 
old as history, and will assert them- 
selves in spite of every safeguard or 
effort to control or prevent. 
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News Flash! 


A new product is finding its way 
into American households via a 
coast-to-coast network of alert 
hardware dealers—Rusticide— 
the perfect rust remover in the 
handy 25c¢ package. 


The counter display illustrated 
(there is one in every one-dozen 
carton) is strong and colorful and 
flashes its message — Wipe 
Away That Rust''—to every shop- 
per. It is a “natural” retail iter: 
and belongs on every paint coun- 
ter in the country. 


How many customers walk into 
your store and ask for touch-up 
enamel? Think back over how 
many scratch their heads after 
they buy the paint and ask you 
"How will | get the rust off?" The 
right answer to this question is 
"Rusticide.” 


You can also mention that it 
cleans old chromium plate (as 
nothing else can) and wipes away 
those stubborn stains on bath- 
tubs and toilets. Men like it for 
golf clubs, guns, fishing tackle. 
You will like it because of the 
way it keeps’ the cash register 
busy. 


Rusticide is made by Rusticide 
Products Co., Cleveland, Ohio. 
Your jobber can supply you. 


RustT-1-CID 


TRACE HAR REG.UB.PAT OF 









Your Jobber Can 
Supply Rust-i-cide 
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Mr. Prelaler: 
Why do you 
casi thes shas om P? sale Hardware Association and the 
Southern Hardware Jobbers’ Associa- 
tion, and the advantage of personal 
contact with the wholesalers of the 
country afforded manufacturers 
through membership in this association 
and participation in our conventions is 
inestimable. 

Economy has been necessary in 
every business, but in instances has 
been so arbitrarily indiscriminative as 
to defeat its very purpose. Sales forces 
have been tremendously curtailed; ter- 
iin) 4 Oe LOh @ me 41RG@?) aGOm | ritories abandoned or consolidated: 


Yoltha th ichael Mandel | 1 iaalalh: trade contacts lessened or eliminated. 


In such circumstances, the trade ad- 
OUR PLATFORM: 








Secretary Rockwell's Report 


(Continued from page 47) 


vantages of representation at these con- 
ventions is as obvious as the saving 
of time and money involved. 

While the acquisition of 26 new 
members in the half-year now closing 
is, under all the circumstances, a nota- 
ble achievement, it is to be regarded as 
but the beginning. The results of this 
splendid convention, the prospect of 
steadily increasing jobber interest and 
attendance at the fall conventions, the 
greater interdependence of all manu- 
facturers and wholesalers under the 
wholesale code, will offer ever-increas- 
ing inducement to membership. 





In our 2nd CENTURY of 
experienced manufacturing; and 
our POLICY places your Jobber 


in position to ENT you own our with the number of items a jobber 
stocks, has no difficulty in figuring the 


tools at prices which enable WZeltm@ | cash discount off in arriving at the net 
to SELL figure it wishes to get for its products. 

. I have even heard of factories being 
able to take a list price and quote 


ASK YOUR JOBBER 60—2 tens—a five and 21% per cent 
| discount in order to reach the net fig- 


ure they desire. Surely, mathema- 
ticians of such ability can figure a 2 
| per cent cash discount in arriving at 
the net. If such is beyond them, Mr. 
| Ladd is still publishing his discount 
tables and the book can be bought at 
| entirely reasonable figures. 

Frankly, gentlemen, the tendency on 
the part of many factories to shorten 
cash discounts and terms is viewed 
with alarm by the wholesale hardware 
| trade because of our desire for uni- 
| formity. Because of necessity, we must 
sell many items, purchased ‘from many 
2 > | sources, on one bill, if we are to make 
p h i] | dad d e | p hy id profits. Of course, we can figure the 
ee a net, but why be put to the additional 
Gracious living that takes for granted delicious | Cost of burdening the buying depart- 
food .. . spotless rooms... luxuriously restful beds | ment with cash discounts as a factor 
..+ painstaking service . . . and sensible rates. Spa- for consideration in pricing goods? 
cious living, too—for this is the city’s modern hotel. 


tory making a short line, as compared 













H. H. Tucker's Talk 


(Continued from page 48) 


Where discounts and terms are fixed 
by custom; to change them without 
the most impelling reasons means dis- 
turbance to business. We are already 
contending with enough problems with- 
out unnecessary new ones. A vital 
weakness in the making of codes has 
been the lack of representation of the 
typical buyer in the period of forma- 
tion of the code. The completed code 
represents the desires and objectives 
of the seller, and the buyer is then 
placed in a defensive position. The 
buyer must then protest at consider. 
able cost to himself if his rights are 
protected. 

The request of an entire trade body 
for the continuance of and adherence 
to customary terms on the part of the 
factories they purchase from cannot 
be an idle, unfounded prejudice. It 
is bound to be the mature judgment 
of the group based on the experience 
of years of active service as distribu- 
tors. Such a request is one that, out 
of good understanding and mutual re- 
spect, is entitled to earnest and careful 
consideration. 





But another thing that has caught the fancy of 
the travel-wise is the new and livelier tempo— 
for which, perhaps, the only words are: “Now, | 


IS this Philadelphio? A special match stock has been designed 


for small bore target shooting. It is similar 





“1200 1200 to that of the Winchester standard model 
OUTSIDE 52 stock and follows the same general de- 





sign, a one-piece job with musket butt- 
stock, sharply curved full pistol grip and 
beavertail forearm. It is noticeably larger 
in the butt and heavier. Dimensions are 
changed somewhat, there being less drop 
at the heel. There is more Jength from 
| heel to toe, likewise more width. New, 
| longer and wider butt-plate is slightly 





PHILADELPHIA'S MODERN HOTEL 
CHESTNUT AND NINTH STREETS 
E. LESLIE SEFTON, Managing Director 
The Largest Unit in the United Hotels Chain curved. This new stock is announced to 
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Improved Winchester No. 52 Small-bore Target Rifle 


be particularly well suited for use with the 
model 52 heavy barrel, having a better bal- 
ance due to the heavier barrel and _ its 
larger size, requiring larger  inletting. 
Other new Winchester options are found 
in choice of sights—there being five 
choices on the standard barrel and two on 
the heavy barrel model. Standard sight 
bases for use of a telescope sight are regu- 
lar equipment. The new special stock alone 
is now also available on special order. Win- 
chester Repeating Arms Co., New Haven, 
Conn. 
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SURE SHARP 


KNIFE SHARPENER 
LATEST EDLUND ITEM 


Radically New 
in Design 
and — 


Operation 





Sharpens on a scientifically correct prin- 
ciple. A distinct improvement over pres- 
ent types. Sharpening wheels made of 
hardest steel known. Will sharpen hard- 
est stainless steel knives. Sturdily made 
for years of service. 


Model 3H (as illus- 
trated) comes’ with 
handle. 


Model 3S can be 
screwed onto any flat 
surface. 


Packed in dozen lots 
in display carton. As- 
sorted handles in 
green, blue and yellow. 


Write your jobber 
or direct to 


EDLUND COMPANY 
BURLINGTON, VERMONT 


Can Openers, Eggbeaters, Jar Openers, Bottle Openers 














‘Che most accommodating 
tack box ever devised 


ATLAS flat style’ %lb. BOX 


@ Sell your customers tacks of superior quality in a 
box that serves as a tray as well as a container. 
Packed in colorful Display Cartons (1 dozen boxes), 
Atlas "flat style" '/g lb. boxes demonstrate their 
convenience at a glance. 


Distributed through Hardware Jobbers 


ATLAS TACK CORPORATION 


Fairhaven, Massachusetts, U. S. A. 





COME ON, BOYS, 
FOLLOW THE 
: ‘ADE: 








New Use For “Black Leaf 40” 
Creates New Customers 


— of home owners are being told through national 
advertising that “Black Leaf 40” repels dogs. They do not 
like its fumes and will not stop to discolor and possibly kill 
evergreens and shrubbery. Just a little “Black Leaf 40” sprayed 
on the lower branches stops the dogs. 

This new use for “Black Leaf 40” is creating an ever widen- 
ing demand—a demand that knows no particular seasons. 
Check your stock and get set to cash in on the profits made 
possible. Your jobber can supply you. 


FREE DISPLAY MATERIAL 


Ask for our FREE display kit. It contains counter displays, 
booklets, spray charts, dealer 
ads and other helps to aid you 
in making more sales. 


Tobacco By-Products & 


°° Chemical Corporation 
Incorporated 


0 LOUISVILLE, KENTUCKY 


3439 
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HARVESTING SEASON 


CAN BE A 




















ProFit SEASON For YOu 










A display of EAGLE Improved hydraulic 
Pump Oilers will bring to mind the need 
for new ones to replace those that have 
been mislaid during the winter ér others 
which have seen better days and are no 
longer efficient. You might as well have 
this worth-while business by being pre- 
pared. 





\ 


ASK YOUR JOBBERS' 
SALEMAN TO SHOW 
YOU THE COMPLETE 
LINE 

















Improved Model in %4 pint to | quart 
4 gq 

capacity—6 to I5 inch spouts—upright or 

50° anale —Excellent 


ye] }I 
S f margin. 


EAGLE MANUFACTURING CO., Wellsburg, W. Va. 


Popular price 
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The next ixsue of the Catalog 
and Directory Number of Hard- 
ware Age will be published Sept. 
27, 1034. It is a condensed cata- 
log of manufacturers of hard- 
ware and kindred merchandise 
in one handy volume for ready 
reference. 


Camsrivce, Mp.: Who makes the 


Red Devil oil burner for use in present 


coal or wood heating stoves?—-The Her- 


bert Hearn Hardware Co. 
ANSWER: Red Devil Oil Burner 
o., Rochester, N. Y. 
* % ” 


Dayton, Onto: Who makes Bed-Dor 
seals? This is a mortised bedroom 
door bottom acting as a weatherstrip. 
Blood Hardware & Supply Co. 

ANSWER: A. J. Spanjers Co., 82 
Tenth Ave., N. E., Minneapolis, Minn. 

* * 

ScarspaLe, N. Y.: Who makes the 
Peerless ice cream freezer ?—-Walter A. 
Hoblin, Inc. 

ANSWER: Peerless Freezer Cis. 
Winchendon, Mass. 

* * * 

St. Josepu, Mo.: Where can we se- 
cure handles for Sensible sad irons?- 
Neudorff Hardware Co. 

ANSWER: Colebrookdale lron Co., 
Boyertown, Pa. 

* * = 

Jessup, Pa.: Who makes rubber knee 
pads for miners’ use, and marked Jud- 
son Rubber Works?—Weiss Hardware 
Store. 

ANSWER: Rubber Works. 4107 W. 
Kenzie St., Chicago, Ill. 

* * * 

Dersy, Conn.: Furnish names and 
addresses of several manufacturers of 
bicycle exercisers.—Bennett’s. 

ANSWER: Iver Johnson’s Arms & 
Cycle Works, Fitchburg, Mass.; Excel- 
sior Mfg. Co., Inc., Michigan City, Ind., 
and Everlast Sporting Goods Mfg. Co.. 
38 Union Square, New York, N. Y. 
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Who Makes It ? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing to the firms mentioned, state that you 
saw the product Msted in Hardware Age “Who Makes It?” sec~ 


tion or issue. 


EacLe Grove, lowa: Who makes the 
Ruppman door holder?—R. E. Roper. 

ANSWER: John Steinmetz Sons, 
Boston, Mass. 

(See p. 406, Sept. 28, 1933, H. A. 
Directory Number.) 


* * * 


GranpD Rapips, Micu.: Provide name 
and address of the manufacturer of 
Norway-American skiis. — Brunger’s 
Hardware. 

ANSWER: American Fork & Hoe 
Co.. Cleveland, Ohio. 


CORRECTION 


On the “Who Makes It?” page of the 
April 12th issue of Hardware Age it 
was incorrectly stated that Jos. O. Flatt 
& Co., Inc., Reading, Pa., is a branch 
of the Ox Fibre Brush Co., Inc., 522 
Fifth Ave., New York City. There is 
now no connection whatever between 
the two companies, and as both firms 
are producing similar lines, they are 
direct competitors. 


Wasuincton, D. C.: Where can we 
buy ten-cent chinaware, such as is sold 
by chain stores?—District Line Hard- 
ware Co. 

ANSWER: Laughlin-Homer China 
Co., Newell, W. Va., and W. S. George 
Pottery Co., East Palestine, Ohio. 

* * * 


PHILADELPHIA, Pa.: Who makes a 
pipe clamp called Clamp-a-leak that 
can be used for emergency repairs on 
pipes ranging in size from 3 to 1 in.? 

Murta, Appleton & Co. 

ANSWER: Chelsea Metal Stamping 
Co., 95 Eighth Ave., New York, N. Y. 

(See p. 347, Sept. 28, 1933, H. A. 
Directory Number.) 

* 8 # 


New KensinctTon, Pa.: Who makes a 
three-wheeled bicycle or velocipede suf- 
ficiently large and A aeew for package 
delivery purposes?—Johnston Hard- 
ware Co. 

ANSWER: D. P. Harris Hardware & 
Mfg. Co., 99 Chambers St., New York, 
N. 2. 


AIKEN, S. C.: Furnish name and ad- 
dress of the manufacturer of Keystone 
salt bricks. They are salt bricks for 
livestock made to fit in a holder that 
is fastened to the wall of the stall. 
Holley Hardware Co., Inc. 

ANSWER: Belmont Salt Brick Co., 
Le Roy, N. Y. 

* 


* * 


DututH, Mtnn.: Who makes the 
Sur-hold iron stand? — Kelley-How- 
Thomson Co. 

ANSWER: Select Specialties Co., 
145 Hudson St., New York, N. Y. 

(See p. 516, Sept. 28, 1933, H. A. 
Directory Number.) 


* *+ 


E_muurst, ILt.: Who makes Sew-On 
skewers for fowl?—Lund Hardware & 
Paint Co. 

ANSWER: M. E. Henck, 241 Sena- 


tor Place, Cincinnati, Ohio. 
* * * 


LinpENHuRST, L. I., N. Y.: Who 
makes the Hellige soil tester?—Lin- 
denhurst Hardware Co. 

ANSWER: Hellige, Inc., 179 E. 87th 
St., New York, N. Y. 


* * * 


Benp, Ore.: Furnish name and ad- 
dress of the manufacturer of Jaxon 
shepherd crooks.—Bend Hardware Co. 

ANSWER: J. B. Timberlake & Sons, 


Jackson, Mich. 
* * * 


Granpb Junction, CoLto.: Who makes 
the White Flame lamp burner?—The 
Biggs Kurtz Hardware Co. 

ANSWER: White Flame Light Co., 
Grand Rapids, Mich. 


* + 


Worcester, Mass.: Advise where we 
can buy check locking coat hooks which 
lock when check is removed.—Waite 
Hardware Co. 

ANSWER: Backus Novelty Co., 
Smethport, Pa. 
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NEW HIGH Record 
for “CHICAGO” Roller Skates 


More Consumers—Dealers and Jobbers are demanding 
QUALITY products that will show a PROFIT and 
give SATISFACTION. 
Because!—They find that 
CHEAP Merchandise is EXPENSIVE. 
Demand “CHICAGO’S” 

The World’s Greatest Roller Skates 








Thére Will Be 
Profit inHedge 
Trimmers 
This Year! 









Dumore 


Electric 
ad Hedge 
“sal Trimmer Trimming hedges electrically 
~ is a “sold” idea — one that 





alert jobbers and dealers can “cash-in” on! ... The 
Dumore Electric Hedge Trimmer offers you and your cus- 
Se tomers more for your money than any other... It weighs 
only 3% Ibs., measures only 1812 inches overall, is perfect- 
ly balanced, operates on AC or DC current, and sells for 





DOUBLE-TREAD, “Triple-Ware” 
Exclusive “CHICAGO” Feature 


A WHEEL Within A WHEEL will outwear 


' crate H others 3 tol. Outer tread .065 steel. Secondary 
he only $20.50...Send for a sample and descriptive literature. tread .065 case hardened. steel, will wear much 

: . 4 . a onger. Has riveted bushings; cannot come 
- DUMORE COMPANY, 59 Sixteenth St., Racine, Wisconsin apart and spins in perfect alignment on Grade 


“A”? Ball Bearings. With material and labor 
costs increasing in support of N.R.A., we sug- 


0., gest an immediate check-up for stock at pres- 
ent advantageous prices. Write us today! 
A. ai 4 a ‘ CHICAGO ROLLER SKATE CO. 
™ Established over 28 years 
.S ete te 4456 W. Lake St. Chicago, Ill. 


“APPLIANCES | 
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n- With an evidently different 
washing principle. Never = 
th loses a demonstration. a REG. U.S. PAT. OFF. 
for every marking purpose 
STAONAL Marking Crayons are 
free from grit and always make a 
1. clear, indelible, waterproof mark. 
n NO. 4 STAONAL is the one 
" : ove galth Patent satisfactory answer to the problem 


of marking Transparent Cellulose 
and Glass. NO. 2 STAONAL is un- 
excelled for marking Parcel Post 
and Express Packages. NO. 29 


; roo. 










- THREE oites Gauene : STAONAL is a hard-pressed Lum- 

a = EXCLUSIVE : ber Crayon for marking on green, 
: 2. wet and dry lumber. All three are 

e - FEATURES furnished in Black and Colors. 
ALSO Made by the a Makers of 

aca _ ISR Zenith All. Alumi- CRAYOLA, the world’s largest-sell- 


LOW SERVICE COSTS 


| BINNEY & SMITH CO. 


Room 1952 41 EAST 42nd STREET 
NEW YORK 


ZENITH MACHINE COMPANY 


h = Makers of quality washers for twenty years. 
General Offices: 
257 So. Ist Ave. East, Duluth, Minnesota 
New York—20 Vesey St. Chicago—1416 Merchandise Mart 


EXPORT SALES DEPARTMENT: 
Room 1130, 201 No. Wells St., Chicago, Illinois, U. S. A. 
Cable Address: ZENIMACO, Chicago 


EMT ILANUAUUDNGNOEEENALUGNTLOOONAAAUOOANADADGNATOUGGUAEASUAOGEAAU ORGAN NGAAAD ATU USAUU EA EA EEA AH NAAN EAA 












MAY 10, 1934 lil 








Whats New 


for Retail 


Hardware Stores 


Merchandiser For 
Slipknot Friction Tape 

The “Slipknot Automat” illustrated is a 
durable steel merchandiser designed to in- 
vite self-service. As each box is removed 
by purchaser a fresh box slides into place 





automatically. A stock bin in back of dis- 
play accommodates a good supply. Retail 
selling price is indicated on the display 
over each of the four different size pack- 
ages. Plymouth Rubber Co., Canton, Mass. 


““So-Lo” Mending Kit 

For mending hot water bottles, garden 
hose, auto tires, auto tops, leather coats, 
suitcases, soles, gloves, golf and tennis 


Malas 
yoads om LIKE ph ty 


i WEARS= 2d ste om 


ee soe 


shoes, etc. this So-Lo kit, having a sug- 
gested retail selling price of 29c, is offered. 
It contains a can of So-Lo, a scraper and a 
tube of So-Lo Blue Bond Cement. The air- 
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New and Improved Divchaindie— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


NE bh. ke ea bo eee es 














tight can of So-Lo contains twice as much 
as the 25c tube. Display package printed 
in colors with illustrations of some of the 
uses of the kit. Instruction book “How to 
Save Money” packed with kit lists more 
than 247 uses. So-Lo Works, Madison Rd, 
at B. & O. R. R., Cincinnati, Ohio 


Signal Six Blade Fan 


This fan is offered in 16- and 12-inch 
models, both oscillating, for alternating 
current. Three speeds with a 6 pole quiet 
running Signal induction motor that is non- 
radio interfering, six sturdy blades. No. 
850-16 in. has an air displacement of 1600 
cubic feet per minute; No. 650-12 in. has 
840 cubic feet per minute. Adjustable for 
wall or desk mounting, equipped with 8 
foot cord and rubber plug, black enamel 
finish. Packed one to a package, No. 850 
lists at $27.00, No. 650 at $23.00. In the 
April 12 issue of Harpware AGE this cut 
was used by error with a description of the 





same company’s “Cool Spot” 10 inch induc- 
tion fan. Signal Electric Mfg. Co., Me- 
nominee, Mich. 


Browning Gun Sales 
Promotion Plan 


The poster illustrated is offered to deal- 
ers handling Browning guns. It advises 
customers to “Join Our New Gun by Fall 
Club” and is available free of charge. A 
large-size cardboard display sign with easel, 





copy and illustration same as poster is of- 
fered for 50c. a copy. Circulars on the 
company’s guns and on its Gun Blueing are 
also available to dealers. The poster is 
designed to tie in with a plan whereby 
the dealer suggests that customers make 
deposits on guns of their choice, paying the 


* 
Join our 


New-Gun-by- fall 





COME IN 
LET US EXPLAIN 
iT To You 


A 


a) 


i 
Niky) 
~\ %, 


" 
in, 


balance in monthly or weekly payments so 
guns will be delivered in time for the 
hunting season. Browning Arms Co., St. 


Louis, Mo. 


Westinghouse Mazda Tubular 
Lamp Has Base At Both Ends 


The construction of the new Mazda 
Lumiline lamps, of tubular type, permits a 
continuous line of light for decorative treat- 
ment of modern interiors, etc. Base at both 
ends with flat disc construction, reduced 
dark areas to fraction of an inch. They 
have tungsten filament construction in a 
T-8 bulb of 1 inch diameter, with overall 
length of 17% inches. Available in 30 and 
60 watt lamps, both designed for average 
life of 1500 hours on 110-120 volt service. 
List price, $1.00. For added flexibility 
where lamps may be more effective when 
used exposed they will be available in out- 
side frosted bulbs of various colors. In 
colored lamps filament is obscured and as a 
result lamps resemble a uniform tube of 
light. Westinghouse Lamp Co., Bloomfield, 
N. J. 
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Cross Sterilized 


TAChS 





a SS 


in the snappy red, 
white and black 
package — attract 
altention — and in- 
Crease sales 








Ask your jobber 





WW. CROSS & CO. INC. 
EAST JAFFREY NH. 
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They look better; they cut straighter, 
faster and easier. They have proven 
their worth in all classes of work. 


“Moly's” sell for less but move faster. 


Stock “Moly's”“and you will sell “Moly's”. 


Only the o 
hack | aw b 


GENUINE “MOLY” BLADES ARE MADE ONLY 
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1¢34 
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BRUSH HOLDER 


May be used as a mopstick . . . a brush holder .. . or a pad 
holder for waxing floors. 
brushes. A practical three-purpose holder . . . very rea- 
sonably priced. Metal parts, bright cadmium finished. 
Sanded and waxed handle 1% x 54 inches. 


Will hold all standard size 


Packed one 
dozen to bundle . . . one-half gross to crate. 


Order from your jobber. 


ARCADE feed 


FREEPORT, 
HARDWARE ILL. 
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A NEW, SMALL 
HERE ELF SPORT WATCH 
IT IS--- FOR LADIES 


A SMART appearing, — jewereD MOVEMENT 
sturdy wrist watch WADSWORTH CASE 
for ladies’ sport wear at a 


° ° BUT ONLY 
price they can't resist. $5% 
Equally appropriate for 
classroom, office or gen- Pacifie Coast Prices 
eral utility use—its appeal — 
is universal. The ELF is an American-made watch 
with jeweled movement and genuine Wadsworth, 
streamline, chromium-plated case; priced to sell 
for $5.95. 
The many requests received during the 
past several years for a watch of this 
type indicate a demand that will insure 
real profits to our distributors. 

Watch Division 
THE NEW HAVEN CLOCK Co. 
NEW HAVEN, CONN. 
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Atkins “‘Work-at-Home” 
Circular Saw Displays 


Comprises display cards in “Atkins 
blue” on which each of the various styles 
and sizes of “Work-At-Home” saws are 
mounted. Each card imprinted with 
specifications for saw mounted on it. Space 
provided on card for dealer to indicate his 
price. As shown in the illustration these 
cards are of a size suitable for use in win- 
dow displays, on shelves or out on counter 
in easy reach of customer. Also intended 





as “selling pieces” since saws may be 
easily demounted, upon selection. Each 
card has illustrated fitting instructions and 
other helpful hints. “Work-At-Home” cir- 
cular saws available in following types and 
sizes: No. 2 rip-6” and 7” diameters with 
%" holes; 8” with %” and %” holes; 
10” with 54” and %4” holes; No. 8, cut-off— 
6” and 7” with %” holes; 8” offered 
with 44” holes; 10” with 54” and %4” holes. 
No. 37 combination (which rips, cross cuts 
and mitres with equal efficiency) 6” and 7” 
with 1%” holes; 8” with %4%” and 54” and 
10” with 54” and %” holes. E. C. Atkins 
& Co., 402 S. Illinois St., Indianapolis, Ind. 


Estwing Tinner’s Hammer 


This “unbreakable steel” and leather 
handled hammer has a thin handle neck 





which will not be cut up and splintered by 
working too close to sharp edges, says the 
maker. Estwing Mfg. Co., Rockford, II. 


du Pont Revises Booklets 
on Skeet and Trapshooting 


The fourth editions of “Trapshooting 
Hints” and “Skeet Shooting Hints” are 
now available. The trapshooting booklet 
discusses essentials of shooting at inani- 
mate targets including these subjects: “to 
the beginner in trapshooting,” “selecting 
the gun,” “stance and form at the score,” 
“breaking the targets,” “guessing the tar- 
gets,” “vision in shooting” and “safety 
rules for trapshooters.” “Skeet Shooting 
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Hints” consists of “pointers from promi- 
nent Skeet shooters, to assist the novice in 
learning the fundamentals” of this sport. 
Some of the subjects covered are: “to 
the beginner in skeet,” “skeet guns and 
skeet loads,” “breaking the targets,” “clas- 
sifications in skeet shooting” and revised 
and approved official skeet rules and regu- 
lations. A skeet field lay-out with traps 
in operation and shooters at ‘one of firing 
stations is shown. Parts of these booklets 
were written by women trapshooters and 
skeet enthusiasts giving the women’s part 
in these activities. Both are of pocket size. 
Sporting Powder Div., E. I. du Pont de 
Nemours & Co., Wilmington, Del. 


Telechron “Salesmaker 
Package” with Display 


Telechron’s “Salesmaker Package” con- 
tains eight electric clock sales leaders, list- 
ing at $50.25, with which is packaged an 
attractive all-wood display stand, as illus- 
trated. Measuring 30 by 35 inches stand is 
finished in black and silver and may be 
used for window or counter display. Four 
side brackets which hook into position en- 





able it to show all eight clocks one of each 
of these models: Consort, Telart, Telebell 
(alarm), Duke, Daphne, Minitman, New- 
berry, Commonwealth, listing at $4.50 to 
$9.95. Center space in stand provides for 
display cards with current sales messages. 
On back of cards sales talk summary is 
printed for sales clerk guidance. New cards 
will be provided from time to time. War- 
ren Telechron Co., Ashland, Mass. 


G.E. Electric Range Switches 


In two types, one for control of surface 
units has usual High-Medium-Low-Off 
positions; the other for use with single- 
switch, two-heating-element range ovens, 
has Preheat-Bake-Broil-Off positions. 
Former arranged for four wire, three-phase, 
load balanced systems, and from two or 
three wire, direct or alternating current 
systems; the latter is a two-wire switch. 
Heavy stationary contacts and shaft bear- 
ing of switches molded directly in 
phenolic compound base, to prevent loosen- 
ing of contacts and provide switch bearing 
which cannot come out of alignment, says 


the maker. Operating mechanism en- 
closed with rotor, which is also of high 
temperature resisting phenolic compound 
for protection against dust and dirt. Long, 
flexible blades assembled in slots in rotor, 
permitting blades to centralize themselves 
between stationary contacts of base. The 
new switches have been designed, says the 
maker, to give longest possible life with- 
out thought of periodic service, and to 
permit replacement of parts with mini- 
mum of expense, labor and delay. Gen- 
eral Electric Co., Merchandise Depart- 
ment, Bridgeport, Conn. 


Simonds Red Tang Files 


Simonds Red Tang metal saw tooth files 
are illustrated and described in a broad- 
side printed in colors. Illustrations show 
various types of these files with the red 
tang trade-mark. There are also illustra- 
tions of an enlarged section of one of the 
files as well as a picture showing other 
items in the company line. A price list on 
Red Tang files is included. Coincident 
with adoption of the trade-mark new proc- 
esses and new machinery were added by 
the manufacturer. Simonds Saw & Steel 
Co., Fitchburg, Mass. 


Jungers 1934 “Ideal” Range 


These coal and wood ranges offered in 
two models; one with warming closet hav- 
ing roll doors, the other with high shelf. 
Available in three color combinations: 
ivory and green trim, ivory and black trim 
and black with ivory trim. Measure 42 by 
24 inches with cooking top 30 by 24 inches. 
Pouch feed optional. Two 9-inch covers 
and French top with porcelain enameled 
reservoir top and cover. Contact remov- 
able copper reservoir of 9-gallon capacity. 
Ash pan removed on left side. Grate 
shaker on rear left as well as chimney 
and direct damper. Oven, 20 by 17 by 
10% inches, has corrugated cast iron, 
“anti-scorch” bottom. Extra flue cover- 
ing entire rear side of oven said to con- 
serve fuel. Circulars available. Jungers 
Stove & Range Co., Grafton, Wis. 
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Something Worth Talking About 
When You Sell 


The “Ajax” 





TYPE 3001 


Construction and appearance are strong selling 
points for dealers who stock “Ajax” Spring Pivot 
Hinges. 

The “Ajax” is made of high grade material and 
has been designed with many important features 
which dealers will find worthy of special mention. 
These include an adjustable tension, alignment de- 
vice, hardened steel roller bearing for piston and 
ball-bearings for carrying the weight of the door. 

The reversible bevel side plates present a pleas- 
ing and neat appearance when applied to the door. 


(CHICAGO) 
SPRING HINGES 
Chicago Spring Hinge Company. 


CHICACO NEW YORK 

















Sell Them 
by the set 





Sets of 9, 11, 17 bits are fur- 
nished in compact cases for 
the convenience of the users. 


It isn’t hard. Every mechanic needs the entire set in hig work, and it 
resolves itself to a question of selling him ounce or seventeen times. Bring 
out the value of the case, its use in keeping the bits in order and near st 
hand, preventing loss, ete. Try it. 

Forstner Bits are the only bits that are not dependent on a center or & 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let ug send you catalogues. Order through your jobber or direct. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 
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Boost your sales with 





this really improved 
carpet sweeper! 


Its increased usefulness, new design and improved perform- 
ance are bound to attract more buyers. Note the central handle 
which drops flush with the cabinet. This, with automatic 
brush control, permits sweeping under very low furniture 
without hand pressure. Brush more easily removed—sweeper 
more easily emptied. Ball bearing. Solid rubber furniture- 
protector all around. Beautiful ebony finish with chromium- 
plated trim. Display and demonstrate the Man o’ War, and 
sales will be easy. Send for the complete new line of five 
Adler-Royal Sweepers, ranging from $3.75 to $6.95 retail— 
and interesting dealer's and jobber’s proposition. Adler 
Manufacturing Company, Incorporated, Louisville, Kentucky. 


ADLER e ROYAL Man o° War 
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EXTRA PROFITS 
for 
HARDWARE 


PRODUCTS DEALERS 





IRON FENCES 





Right in 
Your Line! 


((HECK up on your supply 
of Stewart Sales’ liter- 
ature on the products listed 
herewith—if you haven’t an 
ample supply, write us. You 
should have copies of the 
new Stewart catalogs for use 
in the coming spring season. 
Being in the hardware busi- 
ness gives you a splendid 
lead on prospects — so be 
prepared to make immediate 
sales. Write for the Stewart 
dealer proposition. 


The STEWART IRON WORKS COMPANY, Inc. 
213 Stewart Block . . . . Cincinnati, Ohio 
ARRON mam 


CHAINLINK 
WIRE FENCES 


GATES : ARCHES 


WINDOW GUARDS 


BALCONY 
RAILING 


FOLDING GATES 


Viscellaneous 
Iron Work 
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The Upson-Walton Co. 
Issues 2 Bulletins 


Bulletin “B-1” illustrates and describes 
takle blocks of various types, tells how to 
order them and indicates list prices and 
dimensions. Many of the “U-W” tackle 
blocks are illustrated. Bulletin “H-1” illus- 
trates and describes hoisthooks, guard rail 
cable fittings, swivels, shackles, turnbuckles, 
U-bolts, sockets for wire rope. thimbles, 
connecting links, ete. List prices are in 
cluded. The Upson-Walton Co., Cleveland, 
Ohio. 


“Tudor Mailtainer” Now 
Has Dial Thermometer 


Thermometer is in the door of the mail 





box. It is accurate and easily visible savs 
the Patent Novelty Co., Fulton, Tl. 


Child-Craft Offers 
Infant’s Auto Seat 


Having several unique safety features. 
Back base of seat designed to fit under 
seat and back cushion. May be quickly 
adjusted by means of a stout strap to any 
seat size in a manner to prevent its coming 
loose or jarring out of place. For use in 
either front or back seat of any automobile 
it has an adjustable safety strap holding 
child securely. Side arms give child addi- 
tional support. Has footrest to keep young- 
ster’s feet free of the cushions. May be slid 
into seat or removed instantly. Of light 
weight it is made of spring steel. Suggested 
retail selling price $2.50. The Child-Craft 
Guild, 1070 Shipherd Ave., Detroit, Mich. 
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Aloxite Brand No. 45 
Safety Blade Hone 


Made from the finest powders of Aloxite 
brand aluminum oxide is of handy size. 
Safety blade is placed on hollowed sur- 
face and with lightest pressure of fingers 
is moved in circular direction. Hone is uni- 
form in grit, grade and texture. Suggested 
retail selling price 50c. Packed in stand- 
ard packages of 12, each dozen being ac- 
companied by an attractively designed and 
illustrated counter or window display card. 
The Carborundum Co., Niagara Falls, 
B. ¥. 


*“Fresco”” Home Bar Outfit 


Comprises a forged steel corkscrew; 
non-rusting malleable iron bottle opener; 
tempered ground point ice pick, each with 
green Catalin handles and “Fresco” lime 
and lemon squeezer. Lime squeezer, guar- 
anteed against tarnishing and discoloring 
by the maker, is made of specially proc- 
essed aluminum alloy. Replaceable outside 
spring, permitting thorough cleaning and 
easy access to all parts. Packed in indi- 
vidual colorful display carton. Suggested 
retail selling price, $1, east of the Mis- 
sissippi. American Lime Corp., 373 Wash- 
ington St., New York City. 


Hand Spring Winder 

Tool, which is made entirely of steel 
with exception of two brass washers, which 
are replaceable, has capacity for %4 in. 
wire, % in. pitch and 1% in. diameter 





mandrel]. For coiling any length of wire, 
round or square. By placing it in a bench 
vise and using the mandrel] the tool will 


coil compression or extension springs |), 
merely adjusting shaft. Same setting ma 
be used to coil either compression or ex 
tension springs. Suggested retail sellin; 
price, $15. Dealer cost $11 in lots of six. 
John Blaner, 629 Meek Street, Sharon, Pa 


*“Segalock” No. C666 


Positively interlocks door and jamb to 
gether, in a way that cannot be reached by 
the burglar’s jimmy, says the maker. Dead- 
locking cylinder guard automatically closes 
when cylinder is removed. Chain bolt is 
key-releasing, permitting owner to unlock 
door by key while chain is in position. Mace 





of solid bronze. Cylinder contains steel plug 
to prevent drilling through the working 
mechanism. Cylinder specially constructed 
to prevent access with use of picking tools. 
Norwalk Lock Co., Division of Segal Lock 
& Hardware Co.. Inc., S. Norwalk, Conn. 


The “Ideal”? Mole Trap 


Stays in ground while operating and 
requires no weight to hold it down. When 
sprung, trap and mole can be pulled irom 
the ground with no digging says the maker. 
It is said to kill the mole instantly and 
to safeguard the pelt for fur purposes. 
Has no sharp points or prongs. Trp is 
set into mole tunnel and sprung when ole 
follows natural instinct to repair and re- 








open its runway by burrowing through 
and upheaving obstruction. As mole ap- 
proaches trap and raises earth first trigger 
is released and earth raised holds trigger 
in released position while mole proceeds 
and gets fully into trap. Earth the mole 
continues to raise releases other trigger 
and trap springs. Measures 14 in. by 7 in. 
when sprung and 8% in. by 10 in. when 
set. Approximate weight 1 lb. Packed 
in cartons of six. Acme Specialty Corp.. 
Middleton, Wis. 
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GRANITE STATE LAWN MOWERS 


SERVE ALL GRASS CUTTING REQUIREMENTS 


LEADERS IN QUALITY AND SERVICE FOR SEVENTY-FIVE YEARS 


@ Built with 8, 9 and 10 inch wheels—3, 4 and 5 knives. 
New fool-proof self-adjusting ball 


bearings—Spring 


cover oil cups—Easy knife adjustments and high grade 
throughout. 


@ 12” TO 20” CUTTING WIDTHS @ 


GRANITE STATE MOWING MACHINE CO. 


HINSDALE, NEW HAMPSHIRE 
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Is the new Wright sample 
display working for you? 


A sure business-getter for 
the hardware dealer. 


G.F. ren? Sram: WIRE 


Displays 20 grades of 
square mesh cloth and 
18 grades of netting. 
Substantial and colorful. 
| Opens the door for new 
| markets and additional 
profits for you. 





Ask your jobber. 


G. F. Wright Steel & Wire Co. 
WORCESTER, MASS. 


NEW YORK ATLANTA CHICAGO LOS ANGELES 
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GUN OWNERS 
mean BUSINESS! 


HEY know that Hoppe’s No. 9 gets Px 
right down to business in ridding 
gun bores of leading, metal fouling, | 
rust—no foolin’! That’s what they want. 
And it means business for YOU, right S 
NOW, with all the rifles and shotguns . Pr 


coming out of winter quarters. Your 






gun owners know, respect and want— 


HOPPE’S No. 9 


And for all lubricating purposes—guns, fishing 
recls, bicycles, home machines too, of every kind 
—you can sell plenty of that popular all-purpose, 
penetrating, cleaning— 


. oe Lubricating OIL 


Your Jobber will handle your or- 
der for Hoppe preparations 
promptly—get it to him NOW. 
And write us for FREE GUN 
CLEANING GUIDES for your 
customers—TODAY. 






HOPPE’ 


UBRICATING 
iL 


FRANK A. HOPPE, Ine. 
2314-A North 8th St., Philadelphia, Pa. 
New York: Ed W. Simon Co., Inc., 302 Broadway 
Los Angeles: H. L. Bowlds, Mason Theatre Bldg. 








XT 


12, 16, 20 GAUGE 







Ny 


STERLINGWORTH 


DOUBLE BARREL SHOTGUNS 





( 
ae Sportsmen recognize the rare value you can ~ +) hae 
Retail 


offer them in a gun of famous Fox Quality at 


FOX GUN DIVISION 


SAVAGE ARMS CORPORATION 


Dept. M-1, Utiea, N.Y. 
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How’s the Hardware Business ? 


(Continued from page 65) 


finished steel prices still average 5 per 
cent below the 1929 level, and 21 per 
cent below the post-war peak in 1923, 
according to the American Iron and 
Steel Institute. The recent upturn in 
prices was preceded by a decade of 
steady decline. Steel prices began to 
fall in 1923 and continued to drop until 
early 1933. Since then, the increase 
has lagged behind the general whole- 
sale commodity price index, which in- 
creased 21.9 per cent from February, 
1933, to February, 1934. Finished steel 
prices, in general, took an average rise 
of 5.4 per cent during the same period, 
according to the Institute. 


* * * 


“Hardware” steel items, like 
nails, however, have been much harder 
hit during the recovery period. Dealers 
who bought nails in straight carloads 
at around $1.85 base, 2 per cent 10 
days, in 1932, are now facing a carload 
cost, under the steel code, of $2.65 base, 
with a cash discount of only % of 1 
per cent 10 days. On common wire 
nails, sizes nearest to base, this shows 
a rise of close to 40 per cent. 


* *% * 


The steel industry points out 
that its wage level now is 6 to 7 per 
cent higher than at the peak of opera- 
tions in 1929. Approximately $3,000,- 
000 monthly was added to the indus- 
try’s payrolls by the general wage in- 
crease of April 1. Hourly wage rates 
are now 36 per cent higher than’ in 
June, 1933, and the number of workers, 
although reduced to 210,000 in 1932. 
was back to 365,000 in February, 1934. 
The 1929 level was about $420,000. 


* & * 


March automobile employment 
and production were at the highest 
levels since September, 1929. Produc- 
tion of cars and trucks for the N.A.C.C. 
group—all the larger companies ex- 
cept Ford—was estimated at 262,156 
units, a gain of 208 per cent over 
March, 1933, and 49 per cent over 
February, 1934. Production for the 
first quarter made an increase of 84 
per cent over last year. Nearly every 
company reported heavy unfilled orders. 


* * * 


Car-loading of freight in the 
week ended April 21 totaled 589,453 
cars, an increase of 10,616 cars over 
the preceding week. There was an in- 
crease of 92,941 cars (18.7 per cent) 
over the corresponding week in 1933, 
and an increase of 26,926 (or 4.8 per 
cent) over the same week in 1932. 
Grain and grain products were the 
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only commodity loadings below the cor- 
responding 1933 period. Carloads for 
the April 21 week were just 70.3 per 
cent of the 15-year average. 


* * * 


Sales of 26 store chains for 
March made a gain of 25.77 per cent 
over the same month last year. This 
showing, the best in many years, was 
influenced by several favorable factors, 
according to Lehman Brothers. Among 
these were rising retail prices, early 
Easter shopping, a five-Saturday month, 
and the effect of the bank holiday on 
last year’s showings. 


* %*+ 


April store sales comparisons are 
expected to be quite different—judging, 
for example, by Eastern department 
store showings. Federal Reserve New 
York reports indicate that during the 
first half of April sales of leading de- 
partment stores were running 4 per 
cent below the like 1933 period. Dun 
considers that general retail sales for 
the April 21 week more than main- 
tained the preceding week’s showing, 
averaging 5 to 8 per cent higher, while 
they were 15 to 53 per cent greater 
than the sales for the corresponding 
April week of 1933. 


* * * 


Mail-order gains over 1933 are 
still substantial, but have been more 
moderate recently. Sears, Roebuck & 
Company sales for the period, March 
27 to April 23, totaled $23,731,274 as 
against $18,519,608 for the same period 
in 1933, an increase of 28.1 per cent, 
while for the preceding four weeks, 
ended March 26, there was an increase 
of 57.3 per cent over the corresponding 
period of last year. 


* * * 


Business failures in the United 
States in the week ended April 26 num- 
bered 262, compared with 265 in the 
preceding week, and 452 in the cor- 
responding 1933 week. Geographically. 
the week’s improvement was centered 
in the Western and Pacific Coast states. 
In the Eastern division the number was 
unchanged, while in the South a small 
increase was noted. For 1934 to date, 
failures have recorded a total of 4545, 
compared with 9156 in the correspond- 
ing 1933 weeks and 11,931 in the first 
four months of 1932. 


* + 


The spending power of the 
American public rose 25 per cent last 
year to a total of $51,150,000,000, com- 
pared with $41.760,000,000 in 1932, ac- 





cording to a survey by Sales Manage- 


ment. On a per capita basis, each 
American citizen began 1934 with $415, 
instead of the $335 which represented 
his spending power a year preceding. 
There were large gains in spending 
power in the corn and wheat belts 
particularly in Nebraska and South Da- 
kota. Texas also showed sharp im- 
provement. Estimated by the same 
authority, retail sales in the United 
States in 1933 advanced about 2.8 per 
cent to a total of $29,450,000,000, com- 
pared with $28,650,000,000 in 1932. 


+ * 


Bank clearings for the April 14 
week reached the largest total since the 
first week in January, 1932. The total 
for all leading cities, as reported to 
Dun & Bradstreet, Inc., was 82.1 per 
cent larger than for the same week of 
last year. The increase was notably 
heavy at New York, Boston, Philadel- 
phia, Chicago, Pittsburgh, Cleveland, 
and some other Western and Southern 
points. 

* * * 

New lumber business for the 
week ending April 21, as reported by 
the National Lumber Manufacturers’ 
Association, increased more than 7,000,- 
000 ft. (about 314 per cent), compared 
with the previous week. Production 
and shipments dropped very slightly. 
as new orders rose. 


* + 


Berry Brothers, Detroit, Mich.. 
report March domestic gross sales of 
paints, enamels, varnishes and lecquers 
as reflecting a gain of 45 per cent over 
the same month of last year, with ex- 
port volume increased more than 100 
per cent during the same period. The 
company’s volume for the first quarter. 
according to T. J. Campbell, vice-presi- 
dent and general manager, showed a 
gain of 40 per cent over the like period 
of 1933. 

% *% *% 

March sales volume of Frigi- 
daire Corp., manufacturer of refriger- 
ation and air-conditioning equipment. 
and a General Motors Division, showed 
an increase in every classification of 
the business, reports E. G. Biechler, 
president and general manager. House- 
hold refrigerator sales were 432 per 
cent higher than in March of last year. 


*¢ #@ © 


The French tariff on American 
brushes has been lowered, and the 
minimum tariffs which had been placed 
under the general rates in an earlier 
decree were restored. The French 
Government has been announcing tariff 
increases from time to time, in which 
the United States, with other countries. 
has been included. American Embassy 

(Continued on page 124) 
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LEPASE’S 


LEPASE'S CASEIN GLUE 
LEPAGE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCILAGE 
LEPASE'S COLD WATER WALL SIZE 
LEPAGE'S WATERPROOF CEMENT 
LEPAGE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER, MASS. 








C 
(yon onuin in Jumble 


ExTRupED a. PADLOCKS 


The Corbin Extruded Metal 
Padlocks afford the greatest 
securit yY; 
strength and 
durability, 
thru exclu- 
sive special 
features in 
pin tumbler 
construction. 
Their worth is proven by 
their consistent satisfactory 
performances at all times 
and under all conditions. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO PHILADELPHIA 


















ANY home owners prefer Cort- 

land Gray-Wick to any other 
sereen cloth. It is thoroughly gal- 
vanized, electro-zinc coated and evenly en- 
amzeled with a tough transparent varnish—a 
double protection against corrosion. It unrolls 
smoothly, lays flat, has a pleasing gray finish 
and 


Makes Fine Looking Screens 
That Stand Long Wear @e= 





Made from Copper Bearing Open 
Hearth Steel in our own mills. We con- 
trol every operation. Made in 12, 14, 16 
and 18- mesh from .011 gauge wire both 
ways. All widths in even inches from 
18 to 42 ins. inclusive. Also 48 ins. 
Standard rolls 100 lineal ft. Shipped in 
individual roll fibre cartons. 

Made to comply with specifications 
adopted by “The Bureau of Standards, 
Department of Commerce.” S.P.R. 122-31. 


Ask your Jobber for prices. 


€ OUR << OUR CONDENSED G CAtALog 


e \rrs tae ws Das DMECTORY NUMBER cai] © @ 


€ 


OTHER 
CORTLAND, N. Y. 


Cortland 


GRAY-WICK 
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NOW the National Sales 
Leader of boxed range 
burner wicks. 

An All Year Item that 
makes Any nee” a 
Good Burner nd 
the Best Burner ‘Better ! 








KWICKWICK 


EMERATO 


NEWTON MFG. CO. 


Patents Pending Asbestos and Metal Specialties 

No. 674015 27 Haymarket Sq., Boston, Mass. 
Jobbers and Distributors please write for N.R.A. 
Price List giving descriptive matter and discounts. 











n WONDER 
WEEDER 


Entirely new. Works close to plants 
without injuring root growth. Does 
not bury the weeds to grow again 
but leaves them on the surface. Small 
and large loops reversible. Ideal for 
thinning out work. Made in four 
styles. Write for discounts and cir- 
culars. Retails 25¢ to 85¢. 


WONDER WEEDER CO. 
ORANGE MASS. 








TEELGRI 
Flexible Belt Lacing 





ALL YOU NEED IS A HAMMER 
A better lacing made to American standards. that 
you can recommend for all garage, farm and shop 
uses. Breaks to width. Put on with hammer in few 


minutes. In boxes or ‘‘Handy Packages.”’ Profitable. 

w Armstrong-Bray & Co. 
rite for 315 N. Sheldon o.. 

Circular, Prices. Chicago, U. S. A 








RUBYFLUID = = 
LIQUID FLUX — . 
for ALL METALS Be 





The outstanding seller 
for 25 years. Fluxes 
all metals. Fine for 
tinning. Quick and 
safe. All sizes—/, 
pints to barrels. Send 
for Free Sample on 
company letterhead. 


RUBY CHEMICAL CO. The Ruby Chemical Co ‘ 
58 McDowell St. cae 
Columbus, Ohio Vf 


SNELL 


Improved Ship, Public Utility, 
Expansion, and Solid Centre 
Bits. Send for catalogue, or 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 


Fiskdale, Mass. 


BITS 


ily 
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SOLDERING .) TINNING 



































Established 
1790 











Sells Fast-to Every Home 


SUPERIOR SILENT DOOR CLOSERS 
Every slamming door a ‘‘prospect.’” Superior 
Door Checks are made in four styles and in four 
price ranges. We manufacture the most complete 
line of air checks. With Superior Door Closers 
= can supply every need in every price range at 

good +" Write for circular catalog. 
hf jor Value in Superior Hardware’ 

uP! RIOR SPRING HINGE CO. 
548 W. Lake St., Chicago 


se 
A BIC SUMMER SELLER. - ‘> » /d 
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Carborundum and Aloxite Brand 
Grinding Wheel Display Panels 


Illustrated is No. 7793 display designed 
to carry a complete stock of Carborundum 
and Aloxite brand grinding wheels in all 
popular sizes and grits—wheels ranging in 
size from 2% in. in diameter to 10 in. 
Panels of sturdy steel construction attrac- 
tively lithographed. Wheels held to panel 
by series of rods and nickel washers and 
wing nuts. Display panels given free with 
grinding wheel assortments. In the rear 





are stock shelves. Ten numbers of Car- 
borundum brand wheels are included and 
26 numbers of Aloxite brand wheels are in- 
cluded, as well as metal bushings. All 
stock wheels sent out with assortment are 
in individual cartons to facilitate stocking 
and handling. The Carborundum Co., 
Niagara Falls, N. Y. 





“Health Guard” Attachment 
For Ranges and Heaters 
Fits on the flue connection found on 


backs of all gas burning appliances. It uses 
a catalyst which will oxidize carbon mon- 





oxide to a relatively harmless gas-carbon 
dioxide and reduces gas consumption as 
Radiant fire heaters and gas kitchen ranges 
using it require one-third less gas to heat a 


given space, says the maker. Said to keep 
all the heat in the room and to aid in 
keeping even temperature. Catches greas: 
when used on kitchen ranges. Attaches to 
stove or Radiant heater and may be used 
on certain types of hot water heaters. 
Radiant heater model available in mahog 
any finish only. Gas range model availabi: 
in ivory, green, black and plain brighi 
metal for dealers not wishing to stock vari 
ous colors. Heater Appliance Corp., 886 
Main St., Buffalo, N. Y 


Potter 1934 Electric 
Refrigerator Line 


Made up of eight household models rang- 
ing in size from 5 cubic feet capacity up- 
wards all models incorporate “air condi- 
tioning” in each of the three sections of 
the line, accomplished by different applica- 
tion in each section. All but three models 
have lacquer finish exterior with porcelain 
In Models L-104 and L-132, il- 
lustrated, at top of an inside food storage 
compartment is another porcelain compari- 
ment running full width of cabinet and 
closed off from food compartment by por- 
Inner compartment provides 
sub-zero freezing and near-zero storage. 
Cooled by plate coil. Fin coil between 
back wall of cabinet and compartment pro- 
vides proper temperature for food preserva- 
tion without dehydration. Each model has 
electric light, egg tray, fruit and vegetable 


interior. 


celain door. 














basket and rack. Special door handle 
makes available choice of three opening 
positions, two vertical and one horizontal 
as well as locked position. Potter Refrig- 
erator Corp., 220 Delaware Ave., Buffalo, 
N. '¥. 


Otto Bernz Co., Inc., 
Issues Catalog No. 65 


This catalog illustrates and describes the 
complete “Always Reliable” line of torches, 
firepots, plumber’s and mechanic’s tools. 
Otto Bernz Co., Inc., 280 Lyell Ave., Roch- 
ester, N. Y. 
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TUMBLE THE CASTINGS 


- the fittings are clean! 


. a1) Ks: ei 





After castings have been annealed they are put 
into a huge drum known as the Tumbling Barrel. 
They rub together, as they tumble over and over. 
resulting in the removal of rough edges and sand 
particles. 

This phase of Devlin manufacture, like other 
Devlin operations, is performed in the most 
approved manner. Devlin Fittings are known 
for most skillful workmanship and dependable 


quality. 
THOMAS DEVLIN MFG. CO., Inc. 
BURLINGTON NEW JERSEY 


Next Advertisement—Sorting and Inspection 
Process—Watch for it! 


i 









































YESTERDAY 


























AND 
TOMORROW 























nder One Roof 


The elegance of yesterday and 






































the modernity of tomorrow are 
yours at the famous Auditorium 
Hotel — completely modernized at 
a cost of over $100,000. 













All the distinctive characteris- 
tics of superlative living, the high 
standards of service, the inimitable 
food and the distinguished Michigan 
Avenue location are offered you to- 
day in a new dress ata daily rate 
from 15° single without bath—from 
$3 single with bath—double from $5. 

Write for illustrated folder 
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COUNSELOR 


BATHROOM SCALE 







CLOCK DIAL 
MODEL 







"Correct in 
Every Weigh" 


You'll scale the heights in sales if you feature the 


"Counselor"... the world's greatest value in bath- 
room scales. Can be retailed at a very low, popular 
price . . . and will give complete satisfaction. 


Neatly styled . . . easily lifted and moved about 

. accurate . .. and guaranteed for five years. 
The “Counselor is a time-tested scale . . . not 
an experiment. Made in twe styles . . . Model 100 


with Clock Dial . . . Model 400 with Roto-Dial. 


THE BREARLEY COMPANY, Rockford, Ill. 
Represented in New York by 
LOEB-STERN, Inc., 19 West 23rd St. 
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LOOK FOR THE “G. B” LABEL - - YOUR PROTFCTION AGAINST SUBSTITUTION 


er ing | nog Belore Seal Wie a ye 
DARK 


Clot 
in all rao 14-16 Mesh 


of new customers, testify to the oaue é a ages Sa 
and SERVICE which have established the name of “G &B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818. America's Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel ¥ Wire Cloth | in all Meshes | and Gauges 


PREFERENCE= Cntinned preference with —— buyers everywhere, and the increasing oumber 


Mew York City 














SKILLMAN 


Makes 227 styles of 
Rim Locks. Let us 
help you with your 
Rim Lock Problems. 


Order through your 
jobber. 





Trenton, N. J. 


The most complete line of Rim Locks made 














Skillman Hdw. Mig. Co. | 








SALES TIP! “2 


NOKORODE CORE SOLDER | 





has in the core Nokorode 
Soldering Paste which will not 
sputter, and can be used for 
all work. 

Ask your jobber. 
Packed 2 dozen to a carton. 
Also larger sizes. 


{ 
THE M.W. DUNTON co. J 


Providence, R. 1., U.S.A. A 


NOKORODE! 











ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 

Are Not Sold 
To 
Mail Order Houses 
When ordering Sash Bal 


ances from your Jobber 
specify them by name. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 























NUTS 


Write for 
Catalog, 





RIVETS 
GLARK Ros foLt ( 


EMISS STREET, MILLDALE. CONN. 














@ is merely the transmission of 
@ the intentions and purposes 
© of the management through 


the staff to the customers 





122 





Ours is a' 
COMPLETE 


SCREWS Line Om 


| 


| 
| 














Lionel Streamline 
“Train of Tomorrow” 
This model follows designs and propor- 


tions of a streamline train and is an exact 
scale model 46 in. long. Its colors, canary 


yellow and golden brown, are a copy of 
the original train. It is really a single 
long car articulated. Equipped with “Dis- 
tant Control,” it uses a new type realistic 
“QO” gage track. The Lionel Corp., 15 E. 
26th St., New York City. 





“Red Devil” Reversible 
Blade Wood Scraper No. 8 


This wood or cabinet scraper has a 
double blade which can be used either way 
up and has a reversible grip handle, mak- 
ing it unnecessary to resharpen the blades 
until both sides are dull. It is large and 
sturdy, 9 inches long with blades 2% in. 
wide. Has pistol grip handle. By press- 





ing down hard on the wood it is possible to 
take real shavings, whereas a light touch 
will finish the wood up smooth as the aver- 
age sandpaper job, says the maker. Sug- 
gested retail selling price 75c, including 
double blade. New blades list at 25c¢ a 
pair. Landon P. Smith, Inc., Irvington, 


N. J. 


Florence “4000” 
Buffet Gas Range 


This range has four burners in straight 
line across back half of stove in twin sets, 
affording work space in front for full 
length of stove. Ring type burners with 
removable aluminum cone head and safety 
flash lighters. Offered in three porcelain 
enamel finishes: white with black top; 
green and ivory “Shellustre” and tan and 
ivory “Shellustre.” Oven and broiler in 
one roomy compartment. Oven burner lo- 
cated beneath oven bottom, designed to 
give proper heat distribution. Broiler 
burner at top of compartment directs heat 


downward onto broiler pan. Special two- 
way safety gas cock serves both burners 
but allows only one to operate at a time. 
Compartment fully insulated with rock 
wool. Non-tipping racks with safety locks. 











Broiler pan of smokeless type. Liquid bulb 
type oven thermostat. Roomy service com- 
partments on each side of combination oven 
broiler for utensil storage. Right hand 
compartment has kitchen ware drawer, left 
hand compartment has special rack fo1 
holding broiler pan when not in use. One- 
piece seamless steel cooking top, recessed 
for burners. Individual covers for each set 
of burners are hook hinged from cooking 
top; when raised they form splasher backs. 
Exposed edges of range fully rounded. 
Florence Stove Co., Gardner, Mass. 


Colt’s Sheets Show Prices 
on Revolvers, Automatic Pistols 


These sheets for dealers illustrate in 
color police revolvers, detective and banker 
models as well as army revolvers and vari- 
ous types of automatic pistols. Illustra- 
tions show enlarged views of features of 
different models. Suggested retail selling 
price, dealer prices and specifications are 
given. Special features, fancy stocks, en- 
graving, etc., are listed as to price. Colt’s 
Patent Fire Arms Mfg. Co., Fire Arms Di- 
vision, Hartford, Conn. 


HARDWARE AGE 














y of 
ngle 
‘Dis- 


istic 


Lwo- 
ners 
me. 
ock 
tks. 





_—_———.... ee eee 


en 











Gardiner Repair-All Solder (Acid-core) 
in the handy full sized packages at this 
low retail price will meet chain store 
competition, and still give you a normal 
profit. 

Improved methods of manufacture 


make possible the highest quality solder 
at low cost. Your 


- jobbers can supply 
ofardiner * 
Ws ACID-CORE SOLDER GARDINER METAL CO. 


4821 S. Campbell Ave. 
Also in 1, 5 and 20-lb. spools Chicago , illinois 
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’ Red Shield’, #.... 
DRILLS 





THE STANDARD TOOL (0. 


CLEVELAND 
CHICAGO 


NEW YORK 





























Moe’s Fertilizer Spreader 


The clean, easy way 
to apply fertilizer and 
grass seeds. Quick ad- 
justment to make a light, 
medium or heavy appli- 
cation or-can be complete- 

Special Dise 
prevents clog- 
ging and operates with 
remarkable ease. 











$9.15 . $6.00 


TWO SIZES 


Two sizes — Junior at 
$2.75. Standard at $6.00 
retail. Slightly higher 
on Pacific Coast. Write 
for Catalog and Prices. 


OEFT & COMPAN 


2305 Davis St. North Chicago, Ill. 





Made in 

3 Quality 
Brands— 
“North- 
western,’’ 
‘*‘Crown’’ and 
“Union’’ —in the 
modern plant of the 

oldest horsenail manu- 
facturer — est. 1865. 


Sturdy, rigid 

shank, polished 
finish, drives where 

you want it to go. 


Sharp, perfect point, 


“4 easy to drive. gM ATION Aso, 


As) 
ss ooF PAD 
In ali popular sizes, priced for your profit Py + > ‘ 
—jobber, retailer, blacksmith and user. ? 
Write for prices—order from your dealer. A | & 
< 









FOWLER & UNION HORSE NAIL CO.¥ 


1032 MILITARY ROAD, BUFFALO, N.Y. 












N attractive, fast-movina 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhatten, Inc. 
BRIDGEPORT a CONN. 
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A clean, | 
hold - fast 
head. 











“NATIONAL” 
Builders Hardware 


A well known, thoroughly dependable line 
that sells readily, returns a good profit 
and satisfies every customer. 


National Manufacturing Co. 
Sterling . Illinois 
National hardware is sold direct to the retail dealer—a 


policy that promotes quality, service and direct selling 
cooperation. 








Steel Brick and Mortar Hods 





No. 162 Brick, 


158 Mortar, 
22”x10"x7” deep. 


No. 
26”x12” x 11%4” deep. 
Have been used for years because of their strength 
and lightness. No dripping onto the user’s back. 
They are all steel too. . 
Present Prices Will Interest You 
Made by 


THE CLEVELAND WIRE SPRING CO. 
E. 38th St. and Hamilton Ave. Cleveland, Ohiv 











Silver Lake Sash Cord 


GUARANTEED FOR 20 YEARS 


e SILVER LAKE 


felolare) arate} ae | 


EDDYSTONE 


a superior sash cord 


long wearing and of high quality 


OSS) Fy al Or tacele) 


ann 


PELHAM 


guarantees satisfaction 


TUBEHANKS 


ir exclusive Put-Up 


NuCORD—a n 


Silver Lake Co. 
BENGA ag . mpetitive cord Newtonville, Mass. 
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How’s the Hardware Business ? 


(Continued from page 118) 


officials have called these to the atten- 
tion of the French Government, and in 
several cases corrections have been 
published. Brushes were one product 
on which such a protest was made, and 
from the readjustment made there is 
reason to believe that the same action 
may be taken on machine tools, paints 
and other products on which the duties 
were raised on March 16. 


* * ne 


The nation must import if it 
hopes to export, says Henry H. Hein- 
mann, executive manager of the Na- 
tional Association of Credit Men, in 
that organization’s current monthly re- 
view of business. Mr. Heinmann, who 
is on a temporary leave of absence as 
director of the Shipping Board Bureau, 
Department of Commerce, says: “For 
many years the United States, as a 
debtor nation, used its export business 
to pay the interest and principal of 
foreign investments, which contributed 
greatly to our expansion and growth. 
Now as a creditor nation we must ac- 
cept goods and services to balance our 
exports.” 

* * * 


Vorge Corporation's March pay- 
rolls were $201,842, compared with $37,- 
329 for March, 1933, an increase of 440 
per cent. Workers on Norge payrolls for 
the first quarter, 1934, were 195 per cent 
ahead of, and wages were 254 per cent of 
the like quarter last year, showing that 
wages have increased even faster than 
employment, at wage scales equal or 
better than those of 1929. Two general 
wage increases have been made since 
the Recovery program began. The cor- 
poration’s payrolls now represent more 
than 22 per cent of Muskegon’s total 
monthly industrial payroll of $900,000 
as reported by its Chamber of Com- 
merce. More than 1100 employees have 
been added since the first of the year. 
The Norge president, Howard E. Blood, 
says: “Norge shipments during March 
totaled 19,988 units. Our plants are 
working at capacity. First quarter 
orders received were equivalent to 60 
per cent of our entire 1932 production. 
We expect to double our last year’s 
record-breaking volume in 1934.” 


_ * * 


The Westinghouse Electric & 
Mfg. Company’s statement of opera- 
tions, which has just been issued for 
the first quarter of 1934 shows the 
orders received total $20,237,588. This 
compares with orders received of $12,- 
847,801 for the same quarter of last 
year, and represents an increase of 57 
per cent. The bookings for March 
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were in excess of any month since 
September, 1931. Sales billed in the 
quarter totaled $17,994,045, as com- 
pared to $13,161,721 for the corre- 
sponding period of 1933, an increase of 
36 per cent. Sales billed in March were 
higher than in any month since April, 
1932. Net loss for the quarter was $1,- 
776,152, while the loss for the same 
quarter of 1932 was $3,491,572. At the 
end of March there were approximately 
35,300 employees on the payroll, which 
compares with 26,500 in March, 1933. 


* & & 


Farmers’ cash income in March 
was $417,000,000 composed of $408,- 
000,000 from the sale of farm products 
and $9,000,000 from rental and benefit 
payments by the AAA, according to esti- 
mates by the Bureau of Agricultural 
Economics. Cash income in March of 
last year was $275,000,000. The bureau 
estimates the total cash income for the 
first quarter of this year at $1,312,000,- 
000, of which $97,000,000 came from 
the AAA. Income for the first quarter 
of 1933 was $873,000,000. 


* # * 


The duty on meat and food chop- 
pers will remain unchanged as the re- 
sult of the President’s recent approval 
of the findings of the Tariff Commis- 
sion which indicated that no change 
should be made at this time in the duty 
of 40 per cent ad valorem. The inves- 
tigation, which was made in response 
to a Senate Resolution, included chop- 
pers of the hand operated, rotary type. 
widely used in the home, and imports 
have chiefly came from Czechoslovakia. 


* * *% 


A 10 per cent wage increase in 
the incandescent lamp and radio tube 
factories of the Hygrade Sylvania Corp. 
has been announced by E. J. Poor, 
chairman of the board. 3223 workers 
in the company’s plants at Salem, Mass., 
Emporium and St. Mary’s, Pa, will 
benefit. Payroll increases of more than 
$250,000 annually are indicated, based 
on the present amount of employment 
and production. “This was done,” Mr. 
Poor pointed out, “in line with the sug- 
gestions of President Roosevelt and 
General Johnson that manufacturers in- 
crease their wages wherever possible.” 


x * * 


Increased industrial activity in 
March was reflected in gains per capita 
weekly earnings in both manufacturing 
and non-manufacturing industries, ac- 
cording to a recent report of Secretary 
of Labor Frances Perkins. Sixty-two of 
the 90 manufacturing industries report- 





ing to the Bureau of Labor Statistics 
showed increases in per capita weekly 
earnings in March as compared with 
February. The weekly increase for all 
factory employees averaged 2.9 per cent 
over the month interval. 


* * * 


Westinghouse refrigerator sales 
are breaking all previous records. Al- 
though March, 1933, sales reflected an 
increase of 53 per cent over the same 
month in 1932, sales in March, 1934, 
showed an increase of 97 per cent over 
the corresponding month of 1932. Ac- 
cording to R. C. Cosgrove, manager of 
household refrigerator sales, Westing- 
house refrigeration sales for the first 
quarter of 1934 are more than 30 per 
cent higher than for the first quarter 
of 1933, the year which broke all previ- 
ous sales records for the refrigeration 
industry. 

* * % 

The Pennsylvania Range Boiler 
Company’s business during the first 
quarter of 1934 reflected 100 per cent 
increase over the like period of last 
year. Many new workers have been 
employed in the company’s Philadel- 
phia plant, and W. H. Stewart, general 
manager, attributes the improved de- 
mand to replacement buying, accom- 
panied by a revived interest in quality 


products. 
* * * 


Sales of General Electric refrig- 
erators for the first three months of 
this year were 257 per cent of those for 
the corresponding period of last year, 
according to A. M. Sweeney, refrigera- 
tion sales manager. Electric range sales 
were 212 per cent of those for the first 
three months of the year previous. In- 
creased sales during the first quarter 
came from all sections of the country, 
indicating that improved conditions are 
not confined to certain territories. 


* * * 


The General Electric Co., in 
mailing its 146th dividend on common 
stock, and 46th dividend on special 
stock, to its 190,236 stockholders, in- 
cluded a statement showing that the 
average net price of incandescent lamps 
has been reduced 58 per cent since 
1921, and that the 1933 average price 
was lower than it was in 1930, 1931 or 
1932. The price has been reduced, ac- 
cording to the statement, notwithstand- 
ing increased manufacturing costs and 
shorter working hours. Price, however, 
said the statement, is not the only fac- 
tor. Incandescent lamps have been im- 
proved from year to year, so that in 
1933 the average efficiency was 41 per 
cent greater than it was 12 years ago. 
This increased efficiency decreases the 
amount of electric current required to 
produce a given quantity of light. 
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WASHERS 


CAREFUL BUYERS KNOW 


There is a difference in Washers. Your stock 
should include only merchandise satisfactory to 
the most critical buyers. 

We have heen the outstanding supplier of 
Wrought Washers, Brass Washers, Special Wash- 
ers, Rivet Burrs, Machinery Bushings, and re- 
lated products to the industry for 47 years. This 
is your guarantee of high quality and dependable 
service. 

Your Jobber will supply Milwaukee Wrot Wash- 
ers in bulk or In one or five pound packages. 


Wroucut WASHER MFG. CO. 


The World's Largest Producer of Washers" 
MILWAUKEE EST. /887 WISCONSIN 


MILWAUKEE 
WROT WASHERS A 


Wh 





| Repairs Unsightly Chipped Porcelain 


Tilette Liquid Porcelain 
Glaze repairs unsightly 
chips in Porcelain and 
Enamel Sinks, Bath 
Tubs, Lavatories, Re- 
frigerators, Drain- 
boards, Washing Ma- 
chines, Table Tops, etc. 
Ready for use, water- 
proof, dries quickly with 
a permanent porcelain 
gloss. In 1 oz. Jars, 
packed 12 to attractive 
counter dispiay. Quick 
seller. Liberal profit. 
Ask your Jobber to sup- 
ply you. If he cannot, 
write to us. 25¢ seller 


TILETTE CEMENT CO., INC 


401 Lafayette St., New York 


1115 Temple Street 
Los Angeles, Calif. 











R. MURPHY’S = up 


HOW IS YOUR 
Stock of this 
Splendid line 
of work knives ? 


Shoe Knives 
Oyster Knives 
Skiving Knives 
Rubber Knives 
Mackerel Knives 


Pruning Knives 
Oil Cloth Knives 
Plaster Knives They 


Stencil Knives 


ROOFING KNIVES 





STAY-SHARP hand honed blades_ of 
supreme quality steel STAY SHARP. 
They make tough jobs easy. STAY 


SHARP handles stay set. No play. No wobbling. 


are perfectly balanced roofing knives 


Popular for 84 years. Stock up now! Prices and 


Manual Training complete catalog on request. 


Knives 
Roofing Knives 
Shirt Knife 
Handles 
Extens'on Blades 
and Handles 








ROBERT MURPHY’S 


SONS CO. 


AYER, MASS. Est. 1850 








No. 203 Humane Type 


to your store. 
or write 





SURE-CURE 


There’s good will and profit in Sure- 
Cure weaners for cows and calves. A 
farm standard since 1905—well over 
100,000 sales a year prove satisfaction, 
price and dealer profit. 











NATIONALLY ADVERTISED 


This spring advertising in Cappers 
Farmer, Hoards Dairyman and Suc- 
cessful Farming will direct readers 
Ask your jobber 


IMPERIAL BIT & SNAP CO. 


Racine, Wisconsin 





No. 205 Prong Type 














MOLDED RUBBER GOODS 
78 Qs? 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 


facture most anything for your special re- 

quirements. Catalogue No. 50 on request. +} 
ELASTIC TIP COMPANY 

370 Atlantic Ave., Boston, Mass. 
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S2M sc Bibb Washer 


Retail 10¢—36 to card—5 sizes 
a7 48 OA = od OO AO) 













Friction keeps 
washer in place 
which eliminates 


This new type washer noise. 
can make many friends 

for your store and give 

you a handsome profit. 

Anyone can do a_ professional 
job with this new _ fool-proof 
washer, so easy to install and 
has many times the life of 
even expensive washers. 


SHEPARD & MOORE, INC. 


1514 Prospect Ave., Ceomstaat, 
Also home of t 
S and M Bibb menenter 50¢. 
West of Rockies 60¢. 


Does not turn with stem. 
Straight up and down ac- 


face of washer 


MAY 10, 1934 









tion, no cutting wear on 








BUILD SUPPLY SALES 


with 


CLANCY 
“SURE-GRIP”’ 


GALVANIZED STEEL 


HOSE CLAMPS 


—STOP THOSE LEAKS— 


Easy on the Hose 
Permanently Tigh 


J. R. CLANCY, Inc. 


Syracuse a. %. 
















BUILDERS’ HARDWARE 


Ir pays to stock and sell high 
quality merchandise. 

The Lockwood Line of Locks and 
Builders’ Hardware provides a 
good margin of profit to the dealer 
and a fine value to the consumer. 


Division of Independent Lock Co., Fitchburg, Mass., U. S. A. 











CLASSIFIED ADVERTISING 
RATES 





Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 








Use the “Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 
tunities,” “Sales Accounts Wanted” and 


“Sales Representatives Wanted” advertise- 
ments. 

Set Solid, Minimum of 50 words..... $3.00 

Each additional word............ .06 


All Capitals, Minimum of 50 En 4.00 
Each additional word...... eee 
Allow Seven Words for Keyed Address. 


Remittance Must Accompany Order 


Send check or money order, not currency 





to Reach Hardware Manufacturers, 


Samples of merchandise, literature, catalogs, etc., will not be forwarded 


_—_ reomteved RATES 


Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 
ments. 
HARDWARE AGE is published every other 
Thursday. Classified forms close 13 Days 
previous to date of publication. 


vertisements and repiles te 
~~ as we 











Ad 
RARDWARE. AG ACE. 
239 West 39th St., 








BUSINESS OPPORTUNITIES 


SALES ACCOUNTS WANTED 


| 


POSITIONS WANTED 





PARTNER WANTED. THRIVING, LONG 
ESTABLISHED CORPORATION seeks experi- 


enced hardware executive with $10,000 minimum 


capital. Reason present senior officer to retire 
shortly. Real opportunity for aggressive man 
to whom reasonable salary and profits will appeal. 
Location important manufacturing city Central 
New York (not Syracuse). Present departments, 
retail, factory, contractors, wholesale; well devel 
oped and growing. Records candidly submitted ; 
investigation invited. Equal frankness by in 
vestor required. Address undersigned for con- 
ferences. John B. Foley. Secretary. Y. State 


Retail Hardware Assn., Syracuse, N. Y. 








SALES ACCOUNTS WANTED 


EFFECTIVE SALES REPRESENTATION 
IN MIDDLE WEST — Active manufacturers’ 








agency, regularly calling on all wholesalers and | 


large retailers can do 
additional lines. Territory includes: 
diana, Nebraska, Missouri, Kansas, 
and western Tennessee. Experienced, well-rec- 
ommended and widely known in trade. Address 
principal: Harry B. Macrae, 5540 Pershing Ave., 
St. Louis, Mo. 


MANUFACTURERS’ REPRESENTATIVE 
WITH TWELVE YEARS of successful sales 
record selling to wholesale hardware, mill supply 
and automobile accessory jobbers in Ohio, Indi- 
ana and Michigan is desirous of representing one 
or two substantial manufacturers whose line is 
somewhat known to the trade. Address Warren 


Illinois, In- 
Kentucky, 


LL. Baldwin, 13307 Detroit Ave., Cleveland (Lake- 
wood), Ohio. 

SALESMAN-—-OPEN FOR A PROPOSIT- 
TION to represent jobber or manufacturer in the 
Metropolitan district of New York City. Over 


fifteen years’ experience both on the road and in 








the Metropolitan district. Can furnish A-1 cre- 
dentials as to ability. Address Box B-422, care 
of Harpware AGe, New York City. 
MANUFACTURERS—-LET ME REPRE 
SENT YOU IN THE LOUISVILLE, KEN- 
TUCKY, AND SURROUNDING TERRITORY. 
SELLING JOBBERS AND LARGE RETAIL 
STORES. FIFTEEN YEARS’ EXPERIENCE 
CAN FURNISH REFERENCES. AGE 38 
ADDRESS BOX B-416. CARE OF HARD 
‘ VARE AGE, NEW YORK CITY. 
MANUFACTURERS SELLING AGENT 
WITH SALES organization and warehouse in 
terested to handle items of merit in the paint, 
hardware or allied lines suitable for distribution 


through paint and hardware jobbers and dealers 











Successful sales record. Credentials. Address 
Box B-417, care of Harpware Acre, New York | 
City. 

LINES WANTED—SUCCESSFUL SALES 
ORGANIZATION, extensive contacts with job- | 
bers, chain stores and department store buyers. 
We are equipped to handle items of merit for | { 
volume distribution throughout the Eastern ter- 
ritory or the Metropolitan area Address Box 
B-418, care of Harpware Ace, New York City 

TWO FAST-SELLING PRODUCTS 


WANTED for Connecticut hardware and depart- 
ment store trade. Commission basis. Interested 
only in products of reliable manufacturers that 
will meet with ready acceptar‘e of dealers and 
buying public. Address L. D. [rowbridge, South 
Glastonbury, Connecticut. 


126 


real business on several | 


SALES AGENT, LOUISIANA _ TERRIT- 
TORY, DESIROUS of additional accounts for 
hardware and building materials. Best of refer- 


ences. Will furnish the names of connections. 
Address Box B-415, care of HArpware Acre, New 
York City. 








SALES REPRESENTATIVES WANTED 


ELECTRICAL JOBBER WELL ESTAB 
LISHED IN Philadelphia area wishes to con 
tact men now traveling in outside territory. In 
terested in State of Pennsylvania and adjacent 
States (New York excepted). Hardware cus- 
tomers are the biggest part cf our business. Only 
reliable man with following need apply. Address 
Box B-420, care of Harpware Ace, New York 
City. 








aap WANTED 








LARGE WHOLESALE HARDWARE, 
HOUSEFURNISHING, ELECTRICAL house 
requires several salesmen to cover Westchester 
County, Connecticut, New Jersey, Hudson, Essex, 
Union, and Bergen Counties. Commission basis 
only. Must know line thoroughly and have fol- 
lowings in sections mentioned. one others need 
apply. Address Box B-381, care of HarpwareE 
Ace, New York City. 








POSITIONS WANTED 





FACTORIES ATTENTION! AVAILABLE. 
NATIONALLY KNOWN constructive salesman. 
Acquaintance with hardware jobber and depart- 
ment stores over United States and Canada, sec- 
ond to that of no man in America. Sponsored a 
few lines in past that became leaders in their 
class under his guidance. Capable of materially 


| increasing sales on any product and can resurrect 


a dead one; has done so. Odd enough to teem 
with wisdom, yet young enough to retain the pep 
of youth. Smart enough to know his remunera- 
tion can only come for securing results. Has 
sold $650,000 new line single handed in year’s 
time. Is interested only in a line (on a commis- 
sion basis or salary and bonus) that is capable of 
producing under proper sales coaxing at least 
$250,000 volume per annum. He can be inter- 
viewed by writing us and all communications are 
held in strict confidence. Address Box B-406, 
care of Harpware Ace, New York City. 








REPRESENTATION GREAT BRITAIN AND 
IRISH FREE STATE—Old established manufac- 
turers’ agents and sole distributors with excellent 
selling organization offer first-class representation 
to manufacturers of household and labour saving 
novelties or appliances. Excellent showrooms in the 
City of London and adequate facilities for carrying 














stocks Our representative will be in New York 

from June 6th to 16th. Please address: 

T. C. Thomson (of Condrup Limited) c/o Chase 

National Bank, 18 Pine St., N. Y. City 

HARDWARE EXECUTIVE OVER 30 
YEARS’ experience in wholesale and retail busi- 
ness as buyer, merchandise manager and sales 
promotion in general hardware, mill supplies, 
cutlery, sporting goods, house furnishings, elec- 
trical appliances. Supervised all departments. 
Retail sales $450,000. Age 49. Live in Central 
States. Address Box B-421, care of Harpwart 
Ace, New York City. 


| fect 








Hardware Personnel 


FOR THE HARDWARE 
AND 
ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
can successfully fill any position listed below. Well 
recommended and trained in their occupa:ions 
ae ge DEPARTMENT 
managers, department managers. 

SALES DEPARTMENT 

Assistant sales manager, salesmen, inside and 

outside, sales correspondents, price elerks, order 


clerks. 
PURCHASING DEPARTMENT 
Buyers, pick rr boys. 
OFFICE MANAGER 
Cashier, bookkeeper, stenographers, clerks, 


clerks. 
SHIPPING DEPARTMENT 
Shipping clerks, assistants, 


Bee 

sTOcK a a 
Stock men, order 

ADVERTISING AND PUBLICITY 
Catalogue compilers, circular layout men, ma- 
chine operators. 

CREDIT DEPARTMENT 
Credit men, assistants, 

BILLING DEPARTM 


truck or chauffeurs, 


collectors. 


Pricing clerks, billing machine operators. 
RETAIL DEPARTMENT 
Managers, assistants, cashiers, counter clerks, 


store salesmen, store boys, shipping clerks, 
ceiving clerks, locksmiths, repair men. 


NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


This is the only employment agency which speeial- 
izes in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, 1803 














AGGRESSIVE SALESMANAGER — SEA- 
SONED, COMPETENT, EXPERIENCED 
salesmanager interested in position as salesman- 
ager or sales promotion manager anywhere. Has 
been employed continuously for twenty-three years 
in hardware and industrial supply business with 
large manufacturer in all positions from sales- 
man to salesmanager. I am honest, industrious, 
intelligent and have uncommon intelligence and 
imagination. I am capable to handle all functions 
of the sales department and have a thorough un- 
derstanding of the theory and practical principles 
of salesmanagement. I am forty-two years old, 
Christian, married, with no children, enjoy per- 
health, and am still employed as division 
salesmanager. Please write for appointment, ref- 
erences, and reasons for desiring to change. 
dress Box B-405, care of Harpware Ace, New 
York City. 





WIRE 


LIVE SALESMAN WITH MANY 
years’ experience contacting hardware and house 
ware buyers, syndicate department store and 


jobbing trade New York and_ vicinity offers his 
services on a commission basis to a progressive 
manufacturing organization; able to finance him- 


self and will establish New York office for line 
of merit. Address Box B-419, care of Harpwakr 
Ace, New York City. 





WHOLESALE HARDWARE SALESMAN 
HAVING BROAD acquaintance middle western 
territory desires position with well- rated manu- 
facturer. Age 38. Eighteen years’ experience. 
Can furnish unquestionable references. Own car. 
Chicago headquarters. Address Box B-408, care 
of Harpware Ace, New York City. 


HARDWARE AGE 











e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


A GOOD HARDWARE MAN, for 14 years 
manager and buyer large southern jobber shelf 
and heavy hardware, mill and mine supplies and 
building material, also experience as manager 
large city. retail store, seeks connection in any 
capacity either inside or traveling. Address Box 
B-380, care of Harpware Ace, New York City. 


I CAN BRING YOU 20 years’ experience in 
general office work and sales; 15 years’ experi- 
ence in wholesale hardware lines—both office, sell- 
ing in the house and on the road. Am 43 years 
of age, married, ard enjoy excellent health. Can 
furnish best of references and am willing to 
locate anywhere. Address Box B-404, care of 
Harpware Ace, New York City. 


SALESMAN AND BUYER WITH EXECU- 
TIVE ability, 41 years of age, 20 years’ experi- 
ence in 
trical and housefurnishing supplies, is seeking con 
nection with a higher grade retail business. Ex- 
cellent references. Address Box 
Harpware Ace, New York City. 











B-401, care oi 





POSITIONS WANTED 


HARDWARE MAN — FORTY-THREE 
YEARS OLD, sober and industrious, twenty 
years’ experience in wholesale and retail hard- 
ware. open for position with reputable retail firm 
where work and integrity will be rewarded. Can 
furnish best references as to ability and char- 
acter. Will go anywhere. Middle West or 
South preferred. Address Box B-394, care of 
Harpware AGE, New York City. 


DESIROUS OF REPRESENTING A MANU- 
FACTURER of hardware specialties in the Chi- 
cago, Milwaukee territory. Well known with the 
‘ucvers and trade alike. Have car and can fur- 


Commission or drawing account basis. Address 
Box No. 7535-A Harpware AcE, 802 Otis Bldg., 
Chicago, III. 


POSITIONS WANTED 


SALESMAN WITH TWENTY YEARS SUC- 
CESSFUL sales experience wants connection with 
reliable manufacturer of hardware, mill supplies, 
sporting goods, or kindred lines. Salary or com- 
mission. Wide acquaintance among jobbers and 
wholesale hardware dealers in Southern territory. 
Address E. L. Campbell, 517 Walnut St., Knox- 
ville, Tenn. 


A REAL YOUNG LIVE WIRE hardware and 
tool salesman wishes to connect with a hardware 
manufacturing concern as traveling representa- 
tive. Have had nine years’ road selling experi- 
ence and am truly acquainted with all the job- 
bers’ buyers from Detroit to Maine. Best of 
references furnished. Padlock selling my spe- 
cialty. Address Box B-413, care of HarpDWware 
AcE, New York City. 








| 

hardware, tools, paints, plumbers, elec | nish the very highest references as to sales ability. 
| 
| 











Refrigerator Vegetable Pan 


Keeps Vegetables Fresh 


ALL SIZES 
12” Length 
14” Length 
16” Length 
17” Length 


Also Many Other 
Items for Refrigerators 





WRITE FOR PRICES 


UNITED STATES STAMPING CO. 


Quality Enameled Ware 





10,000,000 SOLD! 


Vaughan’s 
Safety Roll Jr. 
Can Opener 


The demand for the world’s fastest 
selling can opener is increasing every 
day. Now’s the time to build 
new, profitable business with this na- 
tionally advertised seller. Safety Roll 
r. is the simplest, smallest, most 
durable can opener made for the 
money. Can’t be beat for value and 
quick profits. 10c seller. Send for 
prices on this timely feature seller. 


VAUGHAN NOVELTY MFG. CO., INC. 


World’s Largest Manufacturer of Can Openers 


3221 Carroll Avenue, Chicago, IIl., U. S. A. 














MOUNDSVILLE WEST VIRGINIA 
Your Customers Want These 
Devices to Hang-Up-Things 
Moore Moore 
Glass Head Aluminum 


Push-Pins Push-Pins 


In Window-front Packets, 6 for 10c 
Moore Push-less Hangers 


For framed pictures, mirrors and other wall decorations. 
4 Sizes 10c Packets 


Our smali Counter Displays make sales. 
Order through your Wholesaler 


MOORE PUSH-PIN COMPANY 


113-125 Berkley St. Philadelphia, Pa. 















Turns Pipe and Nats 


@ The B. & C. Combination Wrench can be 
used efficiently for both pipe and nuts—big 
time saver. 


@ Its special jaw holds, grips, tightens or 
loosens any pipe within jaw capacity. Head, 
bar and shank are forged into one solid 


~e4' piece of steel. Parts interchangeable. Bright 

~ye or Black finish. Sizes: 8 to 18 

9 ins., smallest size adjusts to pipe “amet 
from 4 to % in. diam., largest Ba( 
size to pipe from 1/2 to 3 in. diam. aoe 


Good sellers. 
Ask Your Jobber 


BEMIS & CALL CO- 
Springfield Mass. 





R CONDENSED ca; 
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Good Window Displays « « « 


Do you realize that no one factor will 
draw people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing 
such window displays—its representatives 
are always on the lcokout for new ideas. 


HARDWARE ACE, 





<«<« «© &€£& &€& &€& & & & HH KC HK 


239 West 39th Street, 


And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their 
sales force. 


The cost, $1.00 per year, is returned over 
and over in better windows and increased 
trade. 


New York City 
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( HERE’S MY NEW 


COLUMBIA TWINBAR 
AIRIDER/ HAVE YOU 














A Stream-lined Bicycle 


Here is the bike of today and tomorrow! No- 
tice the double bar on either side of the sad- 
dle post—how closely the frame resembles that 
of motorcycle—the carrier 
built into the design of the bicycle. As stand- 
ard equipment the Twinbar Airider has an 
electric horn with wiring concealed in the han- 
dlebar, electric light, a battery tank patterned 
after the gas tank used on motorcycles, and 
balloon tires 


a new exclusive 


plus all regular Columbia fea- 
tures. It’s the classiest thing on two wheels. 
Be the first to 
show and sell this “Lifetime” bicycle. 


- AIRIDER 
oo 


The Stream-lined Bicycle 


The WESTFIELD 


MANUFACTURING CO. 
WESTFIELD, MASS. 


The 


The new Columbias for 1934 are better 
than 
features 
Columbia in 
Nationally advertised. Write today for the 
new catalog which tells about these stun- 
ning new models. 


and a leading seller for you. 


Columbia Family 


ever before. New designs, new 


and improvements make the 


line outstanding value. 





*Name Copyrighted 
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To the experienced architect or builder no sash cord is 
too good. One replacement job makes cheap cord cost 
more than Samson Spot Cord. More than forty years of 

adherence to one quality standard—one grade—one name 
and trade-mark has established Samson Spot Cord as the out- 
standing dependable value. For permanent buildings Samson 
Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 


Where a moderate priced window cord is suitable, and for an 
especially good clothes line, we offer Phoenix—a real sash cord 
and good value. Phoenix is made all yarn construction, firmly 
braided, smoothly finished and has a minimum of stretch. 
Phoenix may be stocked for both sash cord and clothes lin> use. 
It costs a little less than Spot Cord but is dependable quality 
at a modest price. 


We make cotton twine and all kinds of braided 


Write for catalogue. 


cord for various uses. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. 8. A. 
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HARDWARE AGE 
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MOULTON LADDERS 


Safeguard Your Customers 
Every Ladder is Safe 


UTILITY EXTENSION LADDER as shown. 
Clear straight grain, noble fir or hemlock 
with 14% in. turned ash rungs. Diamond 
Spring Locks. Hand forged steel top irons. 
Malleable bottom irons. All hardware 
Cadmium plated. Lengths 20 to 44 ft. incl. 
Wet. approx. 2 Ibs. per ft. 

SINGLE LADDER—Clear straight grain 
ladder stock with selected 14% in. hardwood 
rungs. Wet. approx. 2 lbs. per ft. Standard 
lengths: 10 to 26 ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 











HILL CLOTHES DRYER 


Hill Champion, 
Atlas 
Spartan 





WE DO OUR PART 


HILL 


CLOTHES DRYER CO., Inc., Worcester, Mass. 


New York Distributor 
H. Kornahrens, Inc. 


CO., Inc. 


Manufacturers 
of the famous: 


Eureka 
Style D 
Style H 


and Roof Dryers 











COBURN 


ROLLING LADDERS 


@ are made in ten distinctive styles cover- 
ing every possible requirement. Strong, 
sturdy and rigid, they operate smoothly, 
wear longer, and take up less space. 
All inquiries receive prompt attention. 


Since 1888 Coburn Products Have Been Dependable 





COBURN TROLLEY TRACK CO. 


HOLYOKE, MASS. 








Bommer 
Checking Floor Hinges 
ae ere cae Suitable for 
all sizes and 
kinds of 


doors, metal 
or wood 





Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 














UFAIN TAPES— 
RULES and TOOLS 


In distributing them the dealer sells perfect 
satisfaction in the form of accurate mark- 


ings, easy, convenient operation 
service. Handle them with con 


Send for Catalog 


THE [UFKIN foULe C0. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 


and long 
fidence. 














2 Pkg. 
2 Pkg. 
| Pkg. 
| Pkg. 
i Pkg. 
2 Pkg. 
| Pkg. 
| Pkg. 
| Pkg. 
1 Pkg. 


| Pkg. 
| Pkg. 


| Pkg. 
| Pkg. 






Retail Price $2.30 


Display Assortment Contains: 
Packs contain 50 each. 


210 Black 
210 Tan 

210 Red 
210 Brown 
210 White 
210 Green 
43 Brass PI. 
42 Brass Pi. 
220 Black 
220 Blue 


| Pkg. 220 Tan 


220 White 
1512 Antique 


Ne. 9 Antiq 
7/16 N. Pl. Thumb- 


ta 
Dealer $1.15 complete Weight 24 Ibs. Complete 
We protect the Hardware Jobber and Independent Merchant. 


Robert E. Miller, Inc., 35 Pearl Street, N. Y. C. 
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BROTHER, CAN YOU SPARE A DIME? 





@ Pity the poor paint brush...once so spry and supple, now stiff-kneed, 
crippled, useless! But why waste time pitying him when a thin little dime can 
restore him to life and vigor...can make him a useful citizen once more? 


That, gentlemen, is the “salvation story“ Savabrush is singing into the ears of 
all America through national advertising! 


No matter how hard or hopeless the “case” may look...no matter how 
caked-up with paint, varnish, shellac or enamel ...a magic bath of Savabrush 
brings instant relief and speedy cure. It sends new life coursing through the 
“patient's” bristles... routs his “rheumatiz”... cleans him right down to the 


heel...makes the bristles soft, pliable, good-as-new over night! 






Hence this simple “medicine man” prescription: put our 10c Savabrush 
self-seller to work on your counter and watch the dimes come rolling in! 
Your jobber can supply you! Schalk Chemical Co., Los Angeles and Chicago. 


VAGUS 


Restores old Faint Brushes 





MAY 10, 1934 








STAYNLESS .22s 














Your Week-end and Vacation Trade 
Will Go In for THEM... 


LMOST every owner of a .22 rifle knows Winchester Ammunition favorably. All 
4 & Winchester Rifle shooters know it extra-favorably. Made right along with the world’s 
greatest small-bore match-shooting rifle—the famous Winchester Model 52, of so many 
national and international triumphs. In its own right sharing generously in those triumphs. 
Made right along with the world’s greatest line of small-bore rifles. A priceless advan- 
tage! Obtaining all the invaluable, day-by-day, extensive and intimate Winchester rifle 
building cooperation. On its own part meeting all this with corresponding high ammuni- 
tion-manufacturing efficiency. Combining team-work and facilities unparalleled in 
shooting-equipment production. 
YOR all long range and shooting that calls for power, for general pest and 
varmint shooting, sell them Winchester Staynléss Super Speed .22 rim fire 
cartridges. Kopperklad hollow point bullets—ungreased, clean to handle and 
carry, popular for holiday shooting. Also made with Kopperklad solid bullets. 
25% more speed, 60% more wallop. Accurate. 
Flat trajectory. Long range. And no higher priced 
than regular Winchester Staynless. Made in sizes 
shown above. 





STAYNLESS 
-410 Shot Shells 


For your .410 shotgun shooters—for For the general run of .22 caliber “plinking,” 


hand-trap shooting on auto and boat- 
ing trips, at week-end and vacation 
camps — sell the Winchester Repeater 
Super Speed Staynless .410 gauge shells. 
Both the new sensationally powerful 3- 
inch ones with double shot charge (3/; 
oz. chilled shot) and the regular 21/- 
inch. Stock the popular skeet load, No. 
9 shot, for this shooting. 














target use, and the popular new disappearing 
game-target sport called Gofort, sell the regular 
Winchester Staynless —.22 Short, Long, Long 
Rifle, W.R.F., .22 Automatic. They too mean 
business—they bring business. 


WINCHESTER REPEATING ARMS CO. 
NEW HAVEN, CONN., U. S. A. 
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